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Reproduced by tind permission of the South African Co-operative Citrus Exchange Lid. and Mather & Crowther Lid. 
OUTSPAN — and many other big advertisers— consistently use full colour in Odhams 
photogravure periodicals. Have you considered the tremendous help that colour in one 


or all of Odhams Big Three can give to your 1953 campaigns—especially if the product 
is one in which colour is a sales point? 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, w.c.2 
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The civic handbook 
controversy rages... 


*BLACKMAILY 

Sim,--l hope that anyone 
seriously connected with adver- 
trsing will deplore the letter you 
print (October 23) from he who 
signs himself “Unwilling Victim.” 

Everyone who has the welfare 
of advertising at heart realises 
that the civic hand-books’ rac- 
ket is a bad thing for advertis- 
ing, and when a “victim” actually 
admits that he paid a 
thousand pounds blackmail last 
year one wonders if Britishers 
have lost their backbone. For a 
quarter of that sum the “victim” 
could contact every other unwill- 
ing advertiser and agree that none 
would take a page of advertising 
next year 

There are three ways of hand 
ing blackmail: you can pay up 
and groan like your “unwilling 
victim”; you can go Straight to 
the police, which in this instance 
is impossible; or you can punch 
him on the nose, which in this 
instance is perfectly simple pro 
vided you are determined not to 
be a “victim.” 

Martin H 
Managing Director, 
Marketing Consultants Ltd., 
London, for 4 
* * * 


Local government 
‘not so degraded’ 


Sin. -The letter signed by 
“Unwilling Victim” calls for 
sermous comment 

The writer made the amazing 
statement that, when approached 
by a canvasser to take space in a 
Coronation handbook being pro 
duced for a local authority, he 

“knew that refusal to pour £21 
down the drain meant ‘good-bye’ 
to any hope of the sign.” (The 
sign being an illuminated once 
permission for the erection of 


Perry 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


To The Editor.. 


which he had so far sought in 
vain from the local authority.) 

“Unwilling Victim” goes even 
further in his accusations by 
stating that it costs his firm nearly 
£1,000 a year as a “premium” 
against his chance of securing a 
tender from the local authority. 
Believe mec, local government in 
this country has not sunk to such 
a degrading state as is suggested. 

The Resort Publicity Officers 
Association has for many years 
been strenuously opposed to giv- 
ing any help of any kind to these 
firms offering to publish guide 
books and other literature free of 
charge 

Some local authorities, being 
offered something free, fall for 
the idea, and then the canvasser 
descends upon the town and the 
potential advertiser But mem- 
bers of my Association will not 
give any help to such canvassers. 

The solution of the problem is 
in the hands of “Unwilling 
Victim” and others who may 
align themselves wrongly under 
his banner Do not advertise 
in such publications—there is no 
penalising by the local authority. 

J. E. BoppIncTon 
Chairman 
Resort Publicity Officers Assn. 
* 
Nigger in the 
gger in 
woodpile 

was with a certain 
amount of amusement that 1] 
read the rather ingenuous argu- 
ments put forward by “Unwilling 
Victim.” 

Anyone who has held a posi- 
tion as advertising or sales 
manager knows that dozens of 
offers of advertising Space in 
various odds and ends of media 
are continually being received, 
both by mail and by personal 
representation 

These are normally considered 
on their merits and accepted or 
rejected according to needs 

When your correspondent also 
links up the question of taking 
space in a local handbook with 
the acceptance or rejection of his 
request to erect an illuminated 
sign, | fee! that this casts an un- 
generous and most undeserved 
slur on our local government 
bodies. who normally have no 
financial interest in local guides 
or handbooks 

The nigger peeps out of the 
woodpile in the last sentence of 
your correspondent’s letter when 
he states: “We cannot afford to 
throw away our chance of secur- 
ing tenders.” Obviously, if a 
tender is secured, the advertise- 
ment, racket though it may be, 


Sir, 


TEMPLE BAR 2468 


112 HIGH HOL 


has well paid for itself. If no 
tender is forthcoming, then the 
cost should be counted «s an 
ordinary business risk. 

CHARLES C. SAGAR. 
“Westmeath,” Chestnut Close 
Amersham, Bucks. 

. — * 


A moral issue 


Sin,—If we accept the fact that 
town clerks (whom, in my inno- 
cence, I have always regarded as 
fairly responsible individuals), 
readily lend themselves to the 
sort of racket mentioned by your 
correspondent “Unwilling Vic- 
tim”, | would like to put a port 
of view before him at the risk 
of appearing even more naive 

‘hen confronted by what 1s 
after all no better than blackmail, 
the confounding of the black- 


IN THIS ISSUE— 
Special feature on direct mail 
advertising—page 261. 
NEXT WEEK’S issue will include 
a Market Survey of the Midland 
Counties. 


mailer rests eventually 
“guts” of thos 


spon the 
black- 


The handbook racket can only 
flourish just so long as there are 
pet prepared to pay the toll 
levie 

If * “Unwilling Victim” is certain 
that he is “pouring money down 
the drain” by taking space, then, 
in effect, he considers the ultimate 
value of the illuminated sign to 
be of sufficient importance to 
warrant the spending of his £21 
to bring about its achievement, 
and its cost is thereby increased 
by that sum. 

There then remains the moral 
point upon which he is required 
to make a decision—as to whether 
or not he is prepared to be 
blackmailed. 

The aspect of the transaction 
which I find most intriguing is 
the attitude of the representative 
who admitted, when selling the 
space, that he had ver had 
such a blot on his conscience in 
all his years on the road as when 
selling the space!” 

He would, presumah|y 


bring 
his own disinfectant wi: 


hom! 
Hart. 


11 London Road, Brom'cy. Kent. 


MORE LETTER: 
page 
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Welcome for N.P.A. 
warning 

Sirn.—Nobody will be more 
pleased with the N.P.A.’s call for 
increased vigilance in mail order 
advertising than the bona fide 
mail order houses. 

Week after week the very 
limited space in the worth while 
publications is filled with mail 
order advertising which is not 
only inadequately described but, 
from its very nature, doomed to 
failure. Meanwhile, as agents for 
one of the best known houses in 
the business, we are allotted only 
a fraction of the space required 
by our clients to advertise goods 
which are not only in public 
demand but are also described 
and illustrated with the utmost 
care and fidelity. 

: IAN MARSHALL. 
panaging Director, 

Dixons Westend Advertising 
Agency Ltd. 


* * * 
Code of standards 
Sir,—I would go further than 

Eliot Warburton (October 23) 
and say that it is up to every 
body of any consequence in ad- 
vertising’ to do more than sup- 
port the Internationa] Chamber 
of Commerce by formulating a 
Code of Standards applicable to 
its own members. 

The Council of the British 
Direct Mail Advertising Associa- 
tion has recently approved such 
a Code and this is to be sent to 
all members. An extraordinary 
general meeting is also to be held 
in the near future at which mem- 
bers will be asked to approve 
the formation of a new “Code of 
Standards” Committee 

I believe that it is up to every 
one of us engaged in advertising 
to keep his own house in order by 
the acceptance of such Codes. 

R. J. Cowen. 
Council Member, British Direct 
Mail Advertising Association. 
(See page 237) 
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I could do with a lot more 


customers like them With the highest daily 


net sale in the world, the 


They don’t look particularly prosperous. DAILY MIRROR offers 


They ve just bought an eighty guinea television set, for all the most powerful mass 
that. 

market coverage in the 
Really? They must have been saving for years. 

history of daily 
Not as long as you’d think. What with overtime, chaps like 
that are making pretty good money. And in a lot of cases newspapers at the lowest 
there are two or three and even four members of the family : 
all going out to work. You add their wages together and you square inch per thousand 
get a very sizeable income. nase rete of ol 
Yes, you certainly do. illhiiat aiitties 
I’m not saying all working class families have such big 
incomes, but by and large, they're the people with the money 
to spend these days. If a few more advertising chaps and the 
like would face up to that fact the better it would be for your schedules you 


retailers like me. MUST include the 


DAILY MiIneoLs.”:C.C 


When planning 
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Readers’ queries are a major business for Mary 


Moore, famous Beauty Editress of WOMAN'S 
ILLUSTRATED. Her enormous daily postbag 
shows the perennial and universal interest in 
problems of Beauty — and the reliance these writers 
place upon WOMAN'S ILLUSTRATED. 
WOMAN'S ILLUSERATED will carry your 
message to this concentrated, beauty-conscious 


readership for less than 10 - per page per 1,000, A L ES WE ‘ & VE i 


thereby constituting one of the most powerful, 


economical and nation-wide sales magnets for all 500,' Cu 


beauty products. 


AN A.P. PUBLICATION 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD... THE FLEETWAY INDON, £.C.4 ~*~ Central 8080 
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Men who buy good 
things buy MEN 


ONLY. 


to man reading 
and man to man 
selling there’s 
nothing like 
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things buy MEN 
ONLY. For man 
to man reading 
and man to man 


selling there’s 
nothing like 


DIRECT MAIL CODE OF STANDARDS 


B.D.M.A.A. will advise members | 


and investigate complaints 
HE Council of the British Direct Mail Advertising Associa- 


tion has adopted a Code of Standards. 


A committee is to 


be appointed to investigate complaints and advise members as 
to whether literature it is proposed to distribute conforms to 


* the Code. 


The Code specifies that, when 
advisable, members may be noti- 
fied by confidential memorandum 
that certain printed matter has 
been found objectionable, and 
asked not to handle it 

One clause reads 

“Members will not distribute 
advertising matter relating to 
medicines or treatments other 
than that conforming to the 
‘British Code of Standards in 
Relation to the Advertising of 
Medicines and Treatments’.” 

At an extraordinary general 
meeting of the Association on 
November members will be 
asked to ratify alterations to the 
constitution, which will pledge 
them to accept the Code and will 
authorise the formation of the 
new committee. 


Drafted by 

committee 

The committee responsible for 
drafting the Code comprised: 
R. J. Cowen, sales director, 
Wellington Press Postal Advertis- 
ing Service, chairman; Miss Kay 
Murphy (Linguaphone Institute), 
H. Bourne (Chadwick-Latz Ltd.), 
and W. A. Camp (Dudley Turner 
& Vincent Ltd.) 

The only sanctions which the 
Association is able to impose at 
present, Mr. Cowen says, are 
moral ones, including, if neces- 
sary. expulsion from membership. 

Malpractices condemned by the 
Code include the following 

The issuing of distorted or ex- 
aggerated illustrations or copy, 
or testimonials containing muis- 
leading or extravagant claims or 
implications contrary to the 
Code, 

The distribution of “knock- 
ing™ material; 

Imitation of trade marks, com- 
petitors’ names, get-up, or distinc 
tive advertising matter; and 

The distribution of matter 
conveying the impression that a 


ago. 


product or advertising material 


| has been issued from any official 


source, unless proof can be pro- 
duced that the authority of that 
source has been obtained 

Members distributing printed 
matter, etc. on behalf of other 
parties will not be held respon- 
sible for its contents; but they 
must refuse to handle any matter 
that is contrary to the Code 

Mr. Cowen (a producer mem 
ber) is chairman of the Code of 
Standards committee, which will 
also include a user member and 
one other. 


. 
Staggering 
Brown, Muff’s of Bradford had 
an interesting “staggered” dis- 
play space in last Friday's York- 
shire Observer. The ad. dropped 
from a 94 in, triple into a 74 in 
d.c. and then into a 6 in. dc, 
The advertisement was placed 
by special arrangement and there 
is a possibility that similar 
“staggered” spaces will be taken 
by Brown, Muff 
Footnote: Kenda! Milne & Co 
had a similar space in the Man- 
chester Guardian a few months 


of oe ; 
afl 


“Pomona” 


TEM pte Rar as 


FRUITY ADS 


Raymond Pactat, head of a 
Covent Garden firm of wholesale 
fruiterers bearing his name, is a 
champion of brighter trade press 
advertising. 

This advertisement appeared 
on the back cover of the current 
issue of Fruit Trades Journal 
Pomona is a brand of date. The 
name of another brand, Red 
Five, is covered in the telephone 
number with the “5S” in red. 

The previous week Mr. Pactat 
used the back cover of the 
Journal for a picture of another 
young lady It was headed “I 
am Josephine ” with the invitation 
“Want a date? Ring Tem 3665.” 
Scores of people rang 


men, 


Bid for new 
scholarship 
sponsors 


Continuation of the Hulton 
Scholarship Scheme, organised by 
the Advertising Creative Circle, 
was forecast by Philip Boydell, 
president, at the annual meeting 

The scheme was started with a 
eft of £5,000 from Edward 
Hulton to provide a free scholar- 
ship for young artists and copy- 
writers The £5,000 ran out at 
the end of this year, but Mr. Boy- 
dell said he was optimistic about 
being able to find new sponsors. 

He also announced that mem- 
bership of the Circle would in 
future be “by invitation of the 
Council” instead of by nomina 
tion by members 

New president of the Circle 1s 
Clifford Bloxham (Clifford Blox- 
ham & Partners Ltd.) and the 
vice-president is Ashley Havinden 
(W. S. Crawford Ltd). Lindley 
Abbatr (C. D. Notley Advertis 
ne Ltd.) becomes secretary and 
\ Martin-Harvey (Edward 
Martin-Harvey Advertising Ltd.) 
remains treasurer 

New officer on the Council is 
E. G. Walker (Rumble, Crowther 
& Nicholas Ltd.), the press officer. 

Three vacancies for voting 
members of the Council were 
filled by Sidney Irwin, J. B 
Nicholas and George Plant. 


Every month unique MEN ONLY 
contains the pickof current 
reading formen. For selling 
to men with money to spend 
there’s no better ‘buy’ than 
the magazine for men, by 
about men — 
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How salesmen can profit by 


“T . 
rade, not aid, 
is British aim’ 
Nothing happens until you 
cll.” was the greeting sent to the 
iSM A. Conference by Arthur 
H. ("Red") Motley, who led the 
Internationa Sales Executive 
im to the 1950 Conference. The 
rreeting was delivered by Elmer 
K. Krueger at an eve of Confer 
we dinner at the Criterion on 

Monday 
night, R. H. 
Penney 
1. Ss. M , 
chairman, 
presided 
The toast 
Anglo- 
American 
Trade” was 
proposed by 
Lord Man 
croft, presi 
dent of the 
LS. M. A 
London 
branch, who 
combined a 
warm welcome to the Americaa 
visitors with a warning that if 
he U.S.A. wanted to be paid for 
he generous help she was giving 
this country, she must not make 
it difficult, by trade barriers, for 
us to sell to her. As the Chan- 
cellor of the Exchequer had put 
t. trade not aid was the British 
um. Mr. Penney responded 
Our American Friends” was 
proposed by J. R. H, Hutchison, 
Parhamentary Under-Secretary of 
State for War, Mr. Krueger and 
William H. Gove responded 
Mr. Krueger, in introducing 
ach of the American party, re 
ferred to ¢ B. Larrabee of 
Printers Ink as “the publisher of 
our bible in the States.” 


R_H. Penney 


Sales conference 
as TV news breaks 


Ai the moment when the Assis 
tant Postmaster-General was making 
his Statement in Parliament about 
the decision to proceed with the 
1\ transmitter, Lkco 
dealers in Northern Ireland were in 
conference discussing with G 
Godfrey, W. M. York and R. A 
Drummond plans for marketing 


Ekcovision = re v in their ter- 
wy. The meeting was interrupted 
give Mr. Gammans’ statement 

ved by arrangement with the 


Belfast Telegraph 


Royal fil m show 


programme 
The souvenir programme for the 
Royal Film Performance incorpur 


ated for the first time ever, a maga 
mine supplement contaming articles 
tributed by, amongst others 


Dilvs Powell of the 
Reg Whitley of the Daily Mirror, 
Robert Ottaway of the 
Graphic ind Roger Manvell of tne 
Brith Film Academy The 19*2 
programme was compiled and pro- 
duced by Langford & Co., Lid., 
the screen advertising organisation 


und edited by ther publications 


using visual aids 


THIRD ANGLO-AMERICAN CONFERE \CE 

STUDLES DIFFERING TECHNIQUES 

More international conferences between sales manager- ave 
been foreshadowed by R. H. Penney, advertisement director, 
Northcliffe Newspapers. Opening the Anglo-American Sales 
Manayement Conference organised by the Incorporated Sales 
Managers’ Association (of which he is chairman) he said: “Let 
us hope this will be the first of many such conferences in which 
we shall exchange ideas and experience with successful sales 
executives from many friendly lands.” 


Held the Victoria Halls, 


standing of product benefits, 
Blooms ury on Tuesday, this 


better organisation of the selling 

was LSMA.'s third Anglo- story; objections neutralised 

American Conference before they arise; and time saved 
The A! cans who, said Mr for both salesmen and b 


Penn we members of the But the visual mater 
Nal Sales Executive, Inc be right—‘“visual aids a 
had | isked to co-operate in strong either for you or 
making an objective study of the eae 
ditte < xerween British and $ ~—e @ 
American sales practice—a theme : Shirty! 
that id resulted in a_ record > To emphasise point 
attenda at the Conference > speech Charles E. Love 
The « non “Demonstration  yiye vice-president, ( 
Selling” provided a notable ad : cial Comtrols Cort 
dress by Geoffrey de G. Barkas : Rochester, N.Y., fired off 
(assist publicity manager, : from a British toy pis 
Shel|Mex & B.P. Ltd.) who : He told how he had 
showed films to demonstrate the > persuaded to buy the si 
remarkable campaign used by his : was wearing for five 
concern to introduce Shell X100 3 jncread of two, “becau 
oil : collar and cuffs were 
— problems : 0 a roar of laught 
, 1 : 100k off his coat and 
As oil would be sold 4 r J 
throug! 20.000 or more garages 3 coat The shirt was 
and service stations, he said <n rags 
advertising must be designed to satrers 2 
steer the motorist towards the you.” Educationists had 
dealer. who must be educated to between 75 and 85 pe: 
be » explain the special what was retained in 


anti on properties of the came into it through th ye 


’ Moreover a security prob The necessity for « olling 
le i from the fact that the quality of correspondence 
nany pe such as printers and was stressed by Winfield ©. Cook 
pach s must know of the (president, Vita Craft Pennsy! 
lau plans months ahead vania Sales Inc.) in a talk on the 

On shell’s three adver supervision and contro sales 
tising a Mather & Crowther men This, he said pplied 
Ltd we porated in the both to correspondence g out 
planning tean ind, said Mr to the salesmen and rs to 


customers. Upon the ental 
attitude of a customer 


d decisively helpfui 
niques, It was 


decided ‘tage a series of man depended the sale 
uu i! shows leaning heav'ly pondence must be de 
on ‘isual aids and demonstr build good will. All the 
" iding a film and testing bulletins, and supervis 
ips asel technique wasted if a customer or 
¢ ended by Mather & received a curt lett 
( . vas USed to convince down all the enthusiasm 
) that his efforts would developed by a good s 
uhed by a big and con gramme 
1 g Mr. Cook also urged ews 
A ha feuk bulletins should be regu pub- 
for . ation to dealers; lished on time. They s 1 oe 
scr was prepared by head informative, educationa illed 
fice. and he show was decen- with new ideas of selling 
alised sets had to be made Talking on the selec and 
Pina Shel! staff were edu- training of salesmen, ¢ 5 ¢ 
ated 1 film showing the Knights (managing direc far 
dem ons and the publicity shall Hardy Ltd.) said ets 
campa are persons—not place He 
In the session, Charles B believed it was an excel ‘2 
Alling lent. Hile-Damroth for salesmen to come up rd 
Inc., New k. sales counselling way through the factory it 
firm) tilu { his talk on visual they should know what ¢ 
seliing aid nany examples talking about. That wa { 
He sun i the advantages reason why they sh 
of 


greater under recruited young 
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Look out for 
Ladymere 


London evening papers were used 
to announce Ladymere, the new 
Kensington store which, al- 
though under the chairmanship 
of Trevor A. Bowen, chairman 
of John Barker & Co., Ltd., is 
being run aS a separate com 
petitive concern 

The campaign started with 4 in 
dc. in the three papers on 
Saturday, using the heading 
“Look out for Ladymere. a 
new name in fashion shopping 
(coming soon to Kensington 
High Street)” and incorporat- 
ing a photograph of a girl's 
head 

Six inch d.c. on Monday an 
nounced the opening yesterday 
(Wednesday). On Tuesday a 
13 in. x § col. in the Evening 
News and half-pages in the 
Star and Evening Standard 
said “Look, Ladymere 1s 
here” and showed a wash draw 
ing of a garment surmounted 
by the same photographed girl's 
head. 

Advertising, placed direct, is being 
handled by T. G. Braithwaite, 
who is also advertising mana- 
ger of Barker's. For the pre- 
sent it will probably be con- 
fined to the London evenings 
and advertisements will con- 
centrate on the merchandise. 


... and F.S.T. 


Fifty Shilling Tailors are running 
heavy press advertising to an- 
nounce the opening of two new 
F.S.T. branches in Oxford 
Street. 

The copy includes a statement 
from the founder and chair- 
man, Sir Henry Price He 
States: “History is repeating 
itself! See for yourself how 
the pattern of F.S.T. progress 
is following a 30-year-old tradi- 
tion: After the first world war 
F.S.T. fought against rising 
prices—and won! To-day, 
there is another battle against 
the cost of clothes, and F.S.T 
are winning again... .” 

The campaign reached its peak 
on Tuesday, the eve of the 
opening, with full pages in the 
Star and Evening Standard, 
and a 13 in. by § col. ad. in the 
Evening News Rumble. 
Crowther & Nicholas Ltd. are 
the agents. 


“OLD BEN’ RECORD 


A record of well over £7,000 was 
raised by the cighth “Old Ben” all- 
star concert at the London Coliseum 
on Sunday 

Lord Burnham, the president, 
thanked the galaxy of stars who 
took part and the advertisers who 
so gencrously supported the 60-page 
souvenir programme produced by 
Kemsley Newspape rs. 


High speed 


Display Craft Ltd. completed 
within six Pm an order for 1,750 
showcards size 134 in. x 9 in. and 
1,500 window pelmets size 12 in x 
36 in., both were printed in no less 
than 14 colours (including four in 
Day-Glo). 
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Retailers talk of ‘boycott 


ADVERTISER'S WEEKLY 


in Bristol uf 


newspapers accept one-day sale ads. 


TRADERS EXPECT [PRESS TO FIRE 
FIRST SHOTS AGAINST PROMOTERS 


EWSPAPERS in Bristol face the possibility of a boycott by 
local retail advertisers if they continue accepting advertise- 


ments for one-day sales. 

lt is understood that at a pri- 
Vale meeting between advertise- 
ment representatives of the Bristol 
papers and local retailers the 
vewspapers explained that there 
appeared to be no reasonable 
ground for excluding the adver- 
tsements which the retailers 
object to 

Later the issue was raised at 
a Bristol meeting of West 
Country furniture traders, called 
by the National Association cf 
Retail Furnishers 

Discussion made it clear that 
a number of those present were 
in favour of stronger action being 
taken to prevent the special sale 
advertisements being accepted 

One speaker declared that the 
furniture trade in the city was 
the backbone of local press ad- 
vertising, and if mecessary they 
should get together and withhold 
their advertisements from the 
local papers 


National problem 

Since the sales were claimed to 
be a national problem to many 
retai] trades, the feelings of the 
Bristol furniture dealers with 
regard to press advertising wil] be 
circulated nationally In the 
meantime, Bristol retailers are 
taking steps to marshal their 
forces. Their leaders are holding 
4 meeting to-morrow (Friday) 
and it 1s expected that in view of 


the fact that the special sales 


affect drapers, clothing out 
fitters. ironmongers, and others 
besides furniture dealers, a deci- 


sion will be ta to set up an 
action, or co-ordinating commit 


tee. This will consist of delegates 
from al! the retail trades organ 
isations interested in the prob 
lem 

If unity is achieved it is likely 
that negotiations with the press 
will take on a more forceful 


character 
Unfair competition 

The retailers claim that special 
one-day sales in halls and rooms 
of public houses, of such things 
as raincoats, carpets, rugs, cut 
lery, stockings, glassware and 
china, are unfair competition for 
shopkeepers who have to main 
tain premises. pay wages, rates, 
and so on. Thev claim they have 
contributed to the prosperity of 
the newspapers and the city 
through their advertising and 
busi ness The sales promoters, it 
is alleged, are from outside the 
city, frequently working from 
accommodation addresses 

It is further stated that if the 
sales are not checked. many re 


| tai lers waski ng on emai capital 
will be forced out of business. 

The newspapers say that while 
they agree with much of this, 
they feel that the retailers ought 
to find other methods to stop the 
sales, and not expect the press to 
fire the first shots. 

The sales advertisements are 
legitimate business, it is held, and 
requests to the press to discrim- 
inate in the allotment of advertis- 
ing space can Only mean interfer- 
ence in the freedom of the press 


(See “Comment” page 248) 


Cornish papers 


are merged 


The Cornish Echo and Fal- 
mouth and Penrhyn Times has 
been acquired by the Falmouth 
Packet, Cornwall Advertiser and 
Visitors List, which will hence 
forth be known as the Falmouth 
Packet and Cornish Echo 

E. T. Reynolds, who formerly 
represented the Falmouth Packet, 
will continue as London repre- 
sentative 

In an editorial last Friday, the 
Falmouth Packet described the 
taking over of one privately-owned 
newspaper by another of similar 
character as a “unique situation.” 
Describing the Cornish Echo as 
a victim of post-war conditions, 
it cont nued 

igh costs of equipment, 
materials and labour have already 
caused the demise of manv of 
the country’s 1.200-odd local 
weekly newspapers.” 

The Falmouth Packet, 
1829. and The 
Echo n 1861, 
Liberal and 
resnectively 

An article 


estab- 
Cornish 
were formerly 
Unionist papers 


announcing the 


chanee published by both papers 
last Friday. was written by W. J. 
Rendle. who became editor of 


The Cornish Echo 34 years ag» 


‘Too many branded 
goods’ 


In a letter to The Financial 
Times. Eric M. Gamage, chairman 
A. W. Gamage Ltd, said: “An 
increasing number of manufacturers, 
both individually and through their 
trade associations, are now attemopt- 
ing to fix both the retail selling 
prices and profit margins on their 
products. They are doing this by 
considerably increasing the number 
of articles to which they affix a 
branded name or mark. . 

is an anomaly that at a time 
when increased productivity is being 
called for anything should be 
tolerated which interferes with the 
free play of competition.” 


DAIRY SHOW 
DISPLAY AWARD 


The “Farmer & Stock-Breeder” 
Perpetual Challenge Cup and 
Gold Medal for the best trade 
stand in the Grand and National 
Hall Galleries at the Dairy Show, 
Olympia, were this year awarded 
1o the Dorset House journal 
‘Poultry World.” The awards 
were made on the grounds of 
design, attractiveness of display 
and educational value 

Picture shows: F. W. Batchelor 
(left), general manager, Poultry 
World Ltd., being presented with 
the cup by Capt. G. C. Sankey, 
of the British Dairy Farmers’ 
Association. In the background 
can be seen one of the stand's 
principal features—-hand-painted 
illustrations of British Standard- 
bred Poultry The stand was 
designed by the Publicity (Exhi- 
hitions) Department of Iliffe 
Sons Ltd 


uM 
‘ hernborough 


has F Hagan Lid 
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TRADE UNIONISTS ADVERTISE TO 


SELL THEIR FIRM’S 


Some trade unions in America 
use their funds to advertise the 
products of their employers, 
Robert C. Booth, deputy secretary 
of Manchester Chamber of Com- 
merce, told members of Man- 
chester branch of the Incorpor- 
ated Sales Managers’ Association 
last week 

“These unions take space in 
newspapers and magazines and 
do all they can to boost the sales 
of the goods which they make.” 
Mr. Booth added. “Their rea- 
soning is simple, but logical. They 
take the view that ‘If our firm 
does not sell the goods which we 
have made, then we are more 
likely to be out of work, so it 
pays us to make sure that the 
goods are sold.” 

“Sometimes you get an ineffi- 
cient firm which is in danger of 


S GOODS 


going out of existence because 
its productivity is low and its 
goods consequently price them- 
selves out of the market. The 
American cotton textile unions 
employ a team of motion study 
consultants on their staff 

If a mill gets into difficulties, 
the union goes along and offers to 
put their consultants in with a 
view to cutting out waste, rede- 
ploying machinery and increasing 
productivity.” 

Sales management in Great 
Britain has a real job of work to 
do in interesting British workers 
n the sales as well as the purely 
production problem, Mr. Booth 
emphasised. The worker on the 
bench needed to realise that it 
was as much in his interest to see 
the product sold, as to make it. 
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ADVERTISER'S WEEKLY 


Club News 


Berks and Bucks 


Are agents really 


‘ 
necessary? 
Members of the Berks and Bucks 
Put ty Club listened to an 
“Alce-in-Wond ind debate in 
Slough im v h an advertising man 
iger defended advertising agen 
ind an ady ng agent condemned 
hem 
A. G. Bitton, of Ex-Lax Ltd 
spoke for the motion: “Advertising 
gent iT really necessary ties 
firm had just chosen a new agent 
The job to be dome was one that 
could be tackled only by a team of 
t ap rts 
lan F. Buchanan, of Grantham’s 


maintained that it was 


(Reading) 


for an agemt to give 
rvce on 10 per cent 
That was why = the 
ma nha ge had to act as 
to curb th rackets 


Agents as they were known at pre 
semt should be abolished and a new 
profession of consultants set up, 
working on a fee 

The motion was carried by an 
overwhelming 


basis 
mapority 
Glasgow 


Colour photography 


The opimon that the sincere 
cality of certain colour photo 
graphy m= adv ung was much 
more compelling than any transla 
tion of the same subject by an 
llustrator ould ever be was ex 
pressed by Robert Miller, of Mather 
& Crowther Lid., when he addressed 
the Publicity Club of Glasgow on 
} niday 

About three or four years ago a 

lour photograph to a printer was 
like the appearance of the firs 
wor car had to be preceded 
by a man waving a red flag. Bu 
~day, they w reproducing very 
well indeed. They needed great ca 
ae skill, which was obviously being 

sed even at the high speed of 
gravure printing Adver ng men 
treed to work to the limitations, but 
did not allow themselves to be in 
hibited by them. So sy mpat hetic ally 
ind intelligently did th y to 
work with the prin h from th 
mproved resul obtained was 
lear that creativ yperation had 


been achieved 


Club News in brief 


The London Club's vurnal 
tnnouncer will b published n 
month with a different style and 
colour sehem« Cohn Turn 
Sen has been lected ch 
and captain of the b ds and 
snooker section of the Aldwych 
Club Anthony Walton, of the 
Berkshire Chronicle gave Berks and 

s Club sidclights n h 

editorial attitud wards adv s 
ing Results of the S. presi 
dential election w b ved to 
on “Election B being held by the 
Regent Ady ‘ o Tues 
day at the Ro, H Woburn 
"lace In ord » cat for 
those specially n sted mn the 
technical side of adv ‘es Leeds 
Club has formed a mssocta sc 
tion fo he Und $ 
A presentation w bh de sh ly 
io Edward P 1 cognition 
of his services seer ary o the 
London (lub 
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Posters ‘impart ideas, 
says Abram Games 


Posters do not sell they 
merely impart an idea, This view 
was expressed by Abram Games, 
the designer, speaking at a Pub- 
licity Club of London meeting on 
Monday ening. 


M d 1 can never 
bel poster is an excel 
, t ] n the way in 
whict nu he tern 
An | d mn a poster 
whict d wo things——it will 
, 1 will impa 
in } 

I n a po which 
t customer 


p vd 1 take this op 
D0 behalf of all designers 
1y I been 4 poster 
which w 4 h 
M rt C d posters 
whict d on originality at 
h ic obe which was 
t y i The best way to 
att f he contended, ‘is 
by nd individual ap- 
prow 
Mr ¢ h subject was 
P displayed and dis 
; { " { posters 
Hi ked vast number of 
film which he said “haunt 
m } } ’ He criticised 
h ! for “gnnding ou 
th j stuff” to attract the 
Hi ! 1 maintain there are 
d s f designing il 
p will interest the pub 
| i san w, mark 4 
d de 1 
tH d 1 many poster 
‘) ‘ ! has ry tT y 
ind | im 
M S 
i ! wild 
bp 
Ss I 
I cl 
Ih ! 
mp demned 
t x him a con 
sid of shan 
! oyed pos 
! sed th h 
t only if th 
} wed express 
h head,” Mr 
ts 
\ o the n 
“ ! Bouw r, president 
! Federation of 
' ( yrought greet 
Amsterdam 
} ( 


Newcastle 
Suggestion for 
Coronation year 


The advantage that could accrue 
to Newcastle if the town came 


ufficrently publicity-minded during 
Coronation year were cn asised 
by John Newcomb, vic sident 


~~ Newcastle Publicity Club, at the 
club's annual dinner. 
Mr. Newcomb was rey ng to 


he toast of the club which had 
been proposed by W. Hamp Hamil- 
on, chairman of the Club Devel- 


opment Committee of the Advertis- 
ing Association, 

President of the club, Lorne ¢ 
proposed the City of New- 
“This club yields to no one 
in its admiration of the work of the 
City Council,” he said. 

The Lord Mayor (Ald. Mrs. V. H 
Grantham) replied 

John Phillipson, past president of 


he club, proposed a toast to the 
Advertising Association, and L. E. 
Room, director-general f the 


replied. 


Association, 


Leeds 


Press freedom 


W. Vaughan Reynolds, editor of 
the Birmingham Post, told Leeds 
Publicity Club that access to infor 
nation was one of the ma free 
doms of the press—a freedom which 
was not afforded to newspapermen 
n totalitarian states. In this country 
he broadcasting of news and views 
through the press was still 
rationed” by restrictions, prices and 
supplies of newsprint, but the press 
sull retained complete freedom to 


xercise its basic function of sup 
plying news 


Cursitor street 


. 
reunion luncheon 
The Cursitor Street Christmas 
union luncheon will be held at the 


Grecian Room, Holborn R irant, 
m Tuesday, December 1¢ 

f the fact that the accon 
is limited to 250, definite 
f he available seats, at Ss. per 
head, should be made hout 
delay Applications, acc ra MICK 
with remittances, should b nt to 
Miss Valler, acting hon retary 
) organising Committee, c COTA 
Jackson Cliffords Inn, ndon 
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Birmingham 
‘The Archers’ will 
help NABS 


Well-known actors from the 
popular radio serial “The Archers 
are, by arrangement with the Birm- 
ingham Gazette & Despatch Lid 
to be the principal attraction at the 
Birmingham Publicity Association 
Ball in aid of the National Adver- 
using Benevolent Society on Friday, 
November 14 

Harry Oakes, Gwen Berryman, 
Pamela Mant and Norman Painting 
who play Dan, Doris, Christine and 
Philip, will forsake the comfort of 
“Brookfields” after their evening 
broadcast, and will join in the danc- 
ing, fun and games at the T.I. Ball- 
room, Oldbury, which has been 
placed at the disposal! of B.P.A. for 
the evening 


An appeal has been made to ad- 
vertising interests in the Midlands 
for donations to cover the expenses 


of the evening, and it is hoped that 
the whole of the proceeds from the 
sale of uckets will be handed over 
to advertising’s own charity 


Support from other clubs 

Members of the Coventry and 
Wolverhampton Clubs will also 
attend this really big Midland get- 
together of advertising men and 
women. Tickets are 10s. 6d. each 
(including return transport from 
Birmingham to Oldbury) and are 
obtainable from any member of 
B.P.A., the Birmingham newspaper 
offices, the secretaries of Birmine- 
ham, Coventry and Wolverhampton 
Associations, or by post from W. G 
Appleyard, 15 Old Town Close, 
Kings Norton, Birmingham, 30 


. 
Student guests 
Birmingham Publicity 
entertained four 
the Kemsley 
Scheme to 


Association 
representatives of 
Empire Journalists 
luncheon The 
were Basil Atkinson of " 
Australia, Grant Roberts (Toronto) 
D. P. Henderson (New Zealand), and 
W. F. Ashburner (South Africa) 
Mr. Atkinson described their ac- 
tivities in Europe. All four repre- 
sentatives of the Scheme answered 
questions about their own countries 


c coventry 
A.A, exam cup 


At the residential luncheon mect- 
ing of Coventry Publicity Associa- 
tion it was announced that the presi- 
dent, George T. Mills, is to present 
a cup to be awarded annually to the 
student gaining the highest marks 
m the A.A. exams, through the 


Association's education scheme 


On Guy Fawkes Day D. Buck- 
land- Smith will speak on “Fire- 
works.” 


Persi stent selling the key to Canadian market 


\ stent form of 
vz with which 
t s no 
1 for suc 
‘ vark 
1? le | Rober 
MEK lecturer wn 
ion School of 
I Town Forun 
ind levised 
\ k 
‘ ked f 
‘ { 8 hy ’ 
\ 
‘ ndent 
f ‘ ! n Ss , 
( d ¢ idiar 
wavs w money bu 


vent to goods of Bri nu- 
fact ure. British manufactu ere 
now s tudy ng the Canad 
ket m A few years a 
manufacturers sent Over ¢ 
doors that did not keep ou 
nd heaters which did not 
he cold Nowadays mos sh 
wnufacturers were stu 1g 
prevailing conditions bef y 


entered the market 
Irene M. Spry. wife of th 


when a Canadian 
nto a shop to buy a pair 

ils for her son she did A 
whether they were 
America, or Cana 


wearing and selling at a competitive 


The wonderful name which 
British goods had for quality and 
craftsmanship would) get them 
through every time, commented 
Bernard Braden, the Canadian radio 


star and actor 


Exhibition record 


Total attendance at the Glasgow 
Corporation's Modern Homes Ex 
hibition in the Kelvin Hall, for the 
wo-and-a-half weeks from October 
8 to October 25, was more than 
445 000 
This is a record. 
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Sponsored TV: New company 


seeking licence 


‘STRONG COMPETITOR REPRESENTS 
NO VESTED INTEREST’ 
More competition in the provision of sponsored television facili- 
ties was forecast by Peter Wilson, chief executive of the 


J. Walter Thompson radio department, when he spoke to 
members of the Regent Advertising Club on Tuesday evening. 


He recalled that newspapers’ 
agencies and Norman Collins, 
through the Associated Broad- 
casting Devel lopment Co., had all 
sought permission to provide 
sponsored TV. He went on 

“Very recently I have been in- 
formed of another and quite 
Separate 
company 
which has 
also applicd 
to the Post- 
master -Gen 
eral for a 


added: “Th's 
company is 
prepared and 
ready to set 
up transmit 
ting facili 
ties and pro 
vide reason 

Peter Wilson able studios 

for produc 
tion, fully equipped with the most 
up-to-date equipment for live 
studio shows and outside broad 
casts together with facilities for 
showing the standard types of 
films 

“The company made a point of 
telling me that they will rely to 
a great extent on programmes 
coming live from studios of other 
companies engaged on the pro- 
duction side. 

“| regret that at this stage | 
cannot give you details about the 
company other than those I have 
mentioned. But I can assure you 
that there is no doubt whatsoever 
in my mind that it will be in every 
sense capable of carrying on the 
business if is setting out to do 

“It will, | understand, represent 
no vested interest in the enter 
tainment, advertising in = any 
sense, or manufacturing worlds 
It is in fact a strong competitor 
to the most publicised proposed 
set-up to date.” 

Footnote: Mr. Wilson empha- 
sised that the company was in no 
way connected with the J. Walter 
T hompson Co., Ltd 


NAGS 1953 fixtures 


N.A.G.S. fixtures for next yes 
under the captaincy of I Ww 
Needham art 

Spring: Wednesday, May 13 

Walton Heath; 
Summer Wednesday, July 15 


Berkshire 
Autumn: Thursday, October 8 
Sunningdale 
. * * 
Football. 


Charles F. Higham 2, Samson 
Clark 4 


STAR SOUND 

Among the latest com 
registered is Star 
Studios Ltd. Its function is 
“to take over the business of 
Star Sound Studies carried on 
at Rodmarton Mews, Bland- 
ford Street, W.1, by Derek 
Faraday, and to carry on 
business of a recording and 
television studio. There is a 
nominal capital of £5,000 and 
the directors are D, and Eve 
Faraday. 


|) r + 

ENTITLED TO 
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REMOVE SIGN 
The Court of Criminal Appeal 
has given its reasons for quashing 
the convictions at Somerset County 
Sessions of seven men who were 
conditionally discharged for twelve 
months on charges of malicious 
damage in pulling down a builders’ 

sign on the common at Winford 

The Lord Chief Justice (Lord 
Goddard) said the local parish 
coun which had powers to make 
regu ms for the prevention of 
nuisances and ‘the preservation of 
order on the common, had no right 
to permit the erection of the sign 
which was partly an advertisement 
for a building firm and partly a 
direction sign. It had nothing what- 
ever to do with the common, and 
the appellants, who were com- 
mone were entitled to remove it. 


Design Group open 


Neweastle branch 

The Design Group Ltd. is to open 
» branch m Newcastle to cover 
north-cast England and Scotland 
Premises have been taken at Gos- 
forth, Newcastle, to accommodate 
between 30 and 40 artists, as well as 
: photographic studio and staff. 

John Kay has resigned his posi- 
tion aS advertising manager of the 
Walpamur Co., Lid., and has been 
appointed Newcastle general man- 
ager, and F. Parkinson of the Design 
Group's London office is going to 
Newcastle as studio manager. 


‘ . s 
St. Bride’s fund 
— 
£75,000 
The appeal fund for the restora 
tion of St. Bride’s Church, Ficet 
Street. has reached £75,000 
The vicar, the Rev. C. M. Armi- 
tage, said: “The newspaper and 
associated industries, workers and 
proprietors, have responded hand- 
somely and donations are flowing 
in from newspapers of the Empire.” 


This hanging show card is one 

of several new sales aids being 

sent to retailers by G. Havinden 

Lid. for their Jack Frost Jellies 

They have been prepared in con- 

junction with their agents, R. F 
White & Son Lid 


. * 
Biggest issue 

Yesterday's (Wednesday's) issuc 
of The Contract Journal is the larges' 
to be published since it was founded 

4 years ago. Containing 136 pages 
this number includes a special pre 
view of the Public Works and Mun) 
cipal Services Exhibition, at 
Olympia. 

Four years ago the Journal, which 
covers the public works ficld and 
specialises in contractors’ plant, was 
68 pages. Average weekly size is 
now 108. 


ADVERTISER'S WEEKLY 
Re-grouping at 
Odhams 


Periodicals published as a single 
group under John Dunbar, edi- 
rr director of Odhams Press 
Litd.. have been divided into two 
distinct sections—Odhams Gen- 
era Magazines and Odhams 
Specialised and Trade Papers 
under the editorial Management 
of John Gammie and Jack Cou- 
sins respectively. 

Both will be under Mr. Dun- 
bar's general supervision 

Anthony Clarkson has been 
appointed editor of John Bull. 
He has been acting editor. 
H. A. N. Cole succeeds Mr 
Clarkson as associate editor of 
John Bull 


Poster contest: 
3,000 entries 


Requests for entry forms for 
their poster design competition 
continue to flood in to the Rus 
sell Square office of the British 
and London Poster Advertising 
Associations 

The 3,000 mark has been 
passed, approximately ten per 
cemt of the applications coming 
from abroad 

Germany and France are prin- 
cipally interested, but applications 
have also been received from 
Holland, Belgium, Norway, Spain 
and South Africa. The Associa 
tions expect that there wil] be 
entries from almost every part of 
the globe—they are interested to 
see whether they get any from 
behind the Iron Curtain 


~ 
sant 
rarsoues 
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The Tyresole stand at the Motor Show aims at giving “arresting presenia- 


tion” to the uninspiring machinery 


used in the retreading of pneumatic 


tyres. The original idea and design is by D. St. Clair McBride, the company's 
publicity manager 


NOVEL DISPLAY AT MOTOR SHOW 


Several manufacturers have in- 
troduced interesting and novel 
display work at the Motor Show 
which is attracting record atten- 
dances 

On the Austin stand an Austin 
Seven saloon has been sliced in 
half and so mounted that it 
automatically opens and closes 
laterally, revealing in section the 
internal construction of engine, 
body and chassis. 

Another car which has been 
cut in half to show the workman- 
ship is the Morris Minor four- 
door saloon which js suspended 


over a “swimming pool” floor in 
which the chassis is mirrored, 

A Hillman Minx is shown with 
a cut-away engine 

The main feature of the Tyre- 
soles Ltd, stand is the use of 
fluorestent colours agitated by 
black light. 

Tudor Accessories are showing 
their range of products in new 
packs The telescopic mirror, 
anti-dazzle visor and wing mirror 
are among the items re-packed 
Max Ritson & Partners Ltd 
handled the design while the car- 
‘ons were printed by Boxes Lid. 
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\EWS ABOUT PEOPLE 


the 


our “under-40" members of the | 


Four ‘under-10's’ join 


A. W. Newton board 


m given 


Octoser ¥, 1952 


by M. Pierre Laureys, managing 


on Magazine” were famous pilots Jeffrey 


they 


uiniy 


~ 


are Uett to right) with Mme. Laureys, 


Personal, page 276.) 


101 years’ service 


Posters come and posters go 
but Edward Charles “Teddy” 
Hale has been with Willing’s 
Poster Service Ltd., for 53 years. 
His father, the late Edward 
James Hale, was with the firm 
for 48 years before he retired. 
And now, after 101 years ot 
combined family service, ‘Teddy’ 
is retiring too. 


firm join the board of A. W. | E. Attenborough, publicity officer, 
Newton Lt outdoor advertising | No Division South West Gas 
pecialists, next week New direc- Board, | ken up a post with 
tor is Stanley CC. Askew. the com Rad Group Sales, as sales 4mong guests at the lus 
pany § tary nc 1946 Three pre nager He was sec director of the French 
new ciate directors are J. S. ret Bristol and West Tyson and Neville Duke. f/«’ 
Anthony, Tony Jullens and O. D. Put Club for some time, and M. Laureys, and Albert Milhado, British representative of “Aviation Maga- 
y wa 1 club chairman a year tine. is 
M Askew, a DE«A bomb« ane 
miot, was wounded returning from * * * = 
the first 00 bomber raid on Thomas RK. Radcliffe, who 
C ologne Mr. Anthony, a Royal neq i a urolling interest in 
Ay plain was evacuated the / / Man Examiner in 1921 i 
from Dunk ik Mr. Quy, who was snd became sole proprictor > 
riously wounded at Arnhem, was celet i his golden wedding a‘ : 
mentione é in dispatches; and M the week d 
Jullens did most of his National * 7. * 
f in Malaya Ex of research activities 
* * * at Greenlys Ltd. has led to the ap- 
A. W. Shearing has been P° f Miss Elaine Barber as 
ippointed exhibitions officer to the res fficer Miss Barber is a 
British Rayon and Synthetic Fibres ©#nad nd for the last three 
Federation yea n deputy ty y omer 
r 4 nm tn ontr 
* * * ind 1 © offices of Cockfield 


The following have recently been Brow & Co. Ltd. She will be 
ted Fellows of the Institute of work inder Paul H. Berent who 


Directors: A. E. Aylward (David $ # market and media 
Allen & Sons Lid.); F. Bowes (The research at Greenlvs ; 

Forrest Printing Ink Co., Lid); C. * * * Nearly 200 guests atiend 
Seating (S. C. Peacock Ltd.); " , and Jones’ “Shower Party 
. RB. Canon, W. G. Stela (C. R enri Jegu, head of the French Savoy to see a bridal pr 
Casson Ltd.) Fric M. Clayson ud sing agency of that name Osman household textili 
(The Birmingham Post & Mail shar seisgge! known in this country Baldwin (left), sales and 
Ltd): G. HW. Cornes Games Cond . I S.A. and Canada lirector of Barlow and J 
Lid.) A. O. Hemas (Wide Pub- - nth ~ a business trip and R. C. Maynard-Smith, 
licity Ltd.) R. Jones (The ind Jer to publicise the work director of Osborne-Pea 
British Colour Printing Co., Ltd.) a the Am in library in Paris of Lid., their advertising a 


H. MeCorquodale (McCorquodale 


wh nh Ss Vi 
ata 
& Co., Ltd); BR. O. Nash (Dudley Pierre Jegu has just completed a (See Mainly Personal page 276) 


vis . ndon 
Turner & Vincent Litd.); Alfred . 
* 

Pemberton (Alfred Pemberton D 4 F G * Rees * * 

tea: €. Simnett (Sanders — +. Rosseels, advertis Clement O. Bradley 
Phillips & Co., Ltd): E. E. Smith neg n t Libelle, has been vears’ service with The 
(Southbourne Printing Co., Ltd.); . eu ountry from Belgium norrow (Friday). He wa 

H. R. Taylor (H.R. Taylor Lid); * * * idvertisement representat 
Marcus F. Tillotson (Tillotsons Miss P. Hudson has announced ind in 1937 was mad 


ce-president. His son lisplay of Osman 1 


Newspapers Ltd.) A. van Goor +} from A.T.A. Adver ment and general man 
(McGraw-Hill Publishing Co sing Lid, f whom she has acted Bradley was one of the 

Lid), R. P. Winfrey (Last Midland ; 3 bu for the past six the Religious Weekly P 
Allied Press Ltd.) y ind was its first honorary 


Tony 


Bis] 


Jullens V0. D. Quy \. ¢ 4vhew J. S. Anthony Elaine B 


To thoroughly COVER prosperous COVENTRY 


LEAMINGTON SPA, WARWICK, RUGBY and NUNEATON 
see that “The Coventry Evening Telegraph” is included 
in your schedule. 


a 


LONDON OFFICE: 80 Fleet Street, E.C.4 Telephone Central 2695 


Barlow 
The 

n of 
RK. W. 
rtising 
s Lid 
ouns 
k Co 
s, look 


towels 


pointed 
n 1927 


He will be living with his son 
and daughter-in-law at Friern 
Barnet and says that time will 
not weieh on his hands for there 
is plenty of work to be done 
in the garden and the house. 

When he leaves at the end of 
this week Willing’s Poster Ser- 
vice Ltd., is presentine him with 
a trio to the Continent. ‘Teddy’ 
has never been to the Continent 
before but he has often planned 
a trip. Time set for the trio iy 
next summer and although the 
route has not yet been fixed it 
will probably take in Belgium, 
Germany, Switzerland and 
France. 


_ Public ty Club 


on oes 


John Gutteridge, who for the past 
year has been personal assistant to 
Charles E. Gilbert, publicity con- 
sultant, is to take up an advertising 
career in South Africa 


OBITUARY 
C. I. Beattie 


Charles Innes Beattie, a director 
of Associated Newspapers Ltd 
and, from 1920-22, editor of th 
Evening News, died last week. He 
was 77. At the time of his retire- 
ment in 1930 he was in charge of 
the Manchester office of the Daily 


Mail. 
P. A. Menzies 

Peter A. Menzies, one of the 
oldest advertising agents in Britain 
died on Monday at his desk in nis 
office in Bath Street, Glasgow He 
celebrated his 84th birthday on 
Thursday last week. Mr. Menzies 
was a past president of Glasgow 
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MIDLANDS 


With these three papers on the schedule you can create ‘ ° 
the most powerful impression in the prosperous Midlands. The Birmingham Post 


The Post has the most influential morning circulation, 


The Mail has the largest evening circulation. The Birmingham Mail 


Weekly Post (Friday) is a family journal with a wide readership. 
Birmingham 


Weekly Posi 


38, New Street, Birmingham, 2 
London Office: 88, Fleet Street, E.C.4. 
Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminsicr. Leamington Spa. Redditch, Tamworth, Walsall and Wolverhampton. 
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VEW BEERS 
FOR HOME 
DRINKERS 


Two new beers, both designed 
for home consumption, are 
being introduced shortly. 
new bottled beer 


( oronel a 


Ind Coope & Allsopp, will be 
able next month. It will be 

inched n a regional basis 
ily im an area centred 
ind) «Burton-on-Trent 

the he has been produced 

marily f consumption in the 

me Ihe label has been de 


gyned to make the bottle attrac 
ve for table use t's the sort 
{ beer that people will take 
keep up with the 
jones’s.” a. spokesman told 
ADVERTISER S WEPKLY 

Press advertising initially will 
¢ confined to local newspapers 
But the main effort, as regards 
publicity, is being made through 
point of sale material 

Distribution is expected to 
each the South of England at an 
early date. National distribution 
will follow 

London Press Exchange Ltd., 
who handle the heavily advertised 
Double Diamond bottled beer for 
Ind Coope, will also be respon 
sible for Coronet advertising 

Following on the recent intro 
duction of television in Wales, 


Ely Brewery Co., Ltd, Cardiff, 
are introducing a new bottled 
beer to be known as TV Ale 


Distribution is confined to Wales 
and advertising has started in 
vocal newspapers there 

The beer is available in flagons 
only Design of the label in- 
cludes a picture of a TV aerial 
Samson, Clark & Co., Ltd, 
handle Ely Brewery advertising 


Check on overseas 
information service 


A committee has been formed to 

sess the value of overseas informa 

m work of several Governmen 
deparimen 

Memb are Lord Drogheda 

hairman), Sir R. Bruce Lockhart 
Mrs Mary Stocks J W. Platt 
Gervas Hualey, Donald McLachlan 
Victor t her and Laurence Hey 
worth 

The commitice will investigate the 


work of the Foreign Office 
vonwealth Relations Office, Colomal 

Office Board of Trade and the 

Central Office of Information 


Design for smoking 
If Dunhill cigar s in packing 
f clean, modern design are a 
sounding suceess, other makers 
may feel the need to re-style their 
products state the Investors 
Chronicle 
‘There are risks though 


would be small aesthetic loss 


A 


Per further 


Com 


there 


information please 


@ Continued /rom page ti of cover 


More Letters... 


The Frujade 
a pprepriatione 


Sir vas surprised to read 
this paragraph in R. S. Caplin’s 
Bric he Frujade Campaign 
Eve the advertisi ng ip 
pror Frujade will be 
dete sales, the alloca ation 
for « wceoessive year being 
10 ; t of the value of the 
prey yea otal sales (based 

”Y tai! selling price) 


I haope Mr. Caplin had a battle 


with th < ” over that one! 
How ‘ e fix an arbitrary 
allocation of 10 per cent on the 
volume of sales? What happens 


steps in and sales 


drop on The appropria 
tion droy ist when it Is needed 
Thos! 

Su “ year's allocation 
should considered on the 

crits he conditions prevail 
ng at the time -on what is to 
done the coming year, not what 
has been done? Perhaps this is 
text-book theory and rarely done 
in practice, but it should be done 

1 am disappointed to see an 
agency chairman giving the im 
pression that appropriation fixing 
is as casy as that 


Roy Lona 
SW. 

appropriation 

on sales planned 


91a Brixton Hill 
(Udeally an 


should he based 


for and anticipated. rather than 
on past sales, but Mr. Caplin 
for thy urpose of the brief 
chose ‘ form 10 the practice 


followed by most advertisers. It 
does not follow that he commends 
f Editor.) 


What! No market 


research? 
Sir. Has the A. W. Advertis- 
ing Agency not got a market 


research department? It ts not, 
ont le, wise to embark on 
any advertising cam 
paign Ww thorough know 
ledge of narket, but when an 
advertise ends to spend 
£70,000 ’ noting a com 
pletely new type of product, to 
go ahead without first establish 
ne sumer aceeptlance, Opinions 
ind abits. us. to Say the least 
0 ely f irdy 

Ww 1 completely new and 
in {i product is launched on 
Nhe ke t 18s dangerous to pro 
ecd w finding out how 
onsun ke the taste, shape 
ind hods of preparation, and 
or t ¢ its advertising 
ind ark impaign should 
ve preceded by a hmited product 
est 

Fr le os likely to encounter 


vertioement 


Department 


t great amount of preju and 
is essential that the duct 

test be followed by a |a scale 
consumer survey to xz the 
nature and extent of pre- 
judice 

When the information been 
collected and the result lysed 
then, and only then, s! d an 
advertising approach be formu 
lated. When this has been done 
the product should firs: be adver 
used and marketed in a |imited 
area to test sales and the adver 
tising approach used. 

1 should, therefore, w great 


respect, like to suggest that the 
A. W. Advertising Agency engage 
a research manager 


Paut H. BeReNnt 
Research Manager, 
Greenlys Lid 
(Introducing the A.W. Adver- 
rising Agency campaign for the 
maginary new soft drink, we 
stid: “To keep the service within 
manageable scope, some of the 
essential preliminaries are taken 
for granted,”~~Editor.) 
Stunts 
Sirn,—1 am obliged for the pub- 
heity you gave to my lecture 
(“Promotion must be dynamic,” 


October 23) at The Bradford Tex 
tile Society, although I am afraid 
that your quotation of what 1] 
said about “the wildest advertis- 
ing stunts in any country’s his- 
tory” might be misinterpreted 

1 referred to “stunts” which 
happened in 1711 and 1780; in 
no way did I refer to any con- 
temporary promotion activities. 

P Jupa 

Publisher and Editor, 
The Ambassador 


D. Gibbin, advertiseme 
with a silver condiment s 
of service with Evans Brox Ltd. 
Mrs. Gibbin, Lady Evans 


anager, 
nd two bookcases to mark his fortieth year 
the publishers. L. to r. 
i Sir Robert Evans. Sixty-one last Friday 


‘Slogans lack 
novelty i 


travel ads.’ 


1952 


“Does my travel advertising 
possess individuality in keeping 
with the prestige and roman 


ticism of the services my agency 
offers?” is the question which 
travel agents should ask them- 
selves, Dr. R. L. Sedgwick said 
at the annual conference of the 
Institute of Travel Agents. at 
Hastings, on Monday 

Dr. Sedgwick, who is adviser 
to Saward, Baker & Co., Ltd., on 
the psychological approach to 
advertising, said that the adver 
tiser must always be aware of the 
deep-rooted predispositions of 
the particular group he was aim- 
ing at in his advertisement. He 
must mould his campaign. his 
propaganda, to suit the social! 
values of the speeific public he 
wishes to reach. The man who 
wanted to drive his car Was a 
good example of individual 
human motivation. “Driving a 
car gives a sense of mastery and 
self-assertion.” he said. “This 
appeal must be played up.” 

So much travel advertising 
followed a pattern monotonously 
the same: mountains, scenery, 
hotels by sea and lakes. Adver- 
tising that was similar to the mass 
of advertisements lost its impact 
If ome were selling health- 
giving relaxation, it was more 
effective to say: “Why not spend 
the summer in Paradise?” than 
“Beautiful Bellagio beckons you' 

With regard to the advertising 
of Britain, Dr. Sedgwick found 
little novelty or curiosity- -appeal 
in such slogans as “See Skye” or 
“Go North this year”. He felt 
there was some truth in what 


Americans had described as the 
“mausoleum-like 
English publicity.” 


atmosphere of 


The Music Teacher,” was presented 


Mr. Gibbin 


Mr. Gib as no intention of retiring. 


BBC 


Publications 


Barcee of Co 


nine days plus... 


Breed fowse 


single insertion in the RADIO TIMES 


is a National Campaign Tor nine 


write te Head 


Lesdes, Wi” 


Portlend Place, 


S 
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Issued by the department 9f NORTHCLIFFE NEWSPAPERS oo: 
GROUP whose job it is to publicise the undeniable advan 

to be derived from advertising in the provincial press-particularly:~ 
BRISTOL EVENING WORLD 
SOUTH WALES EVENING POST 
THE CITIZEN (c.oucesrer) 
GLOUCESTERSHIRE ECHO 
YORKSHIRE & LINCOLNSHIRE 


HULL DAILY MAIL 


GRIMSBY EVENING TELEGRAPH 


LINCOLNSHIRE ECHO 


EVENING SENTINEL ST2K5;0%- 
DERBY EVENING TELEGRAPH 


LEICESTER EVENING MAIL 


REECE Sm ER SRN TRIGA Raga IRE eo 
R.H. PENNEY, ADVERTISEMENT DIRECTOR NORTHCLIPFE NEWSPAPERS GROUP LTD, CARMELITE HOUSE, LONDON, E C4. CEN.6000, 


TIMES (Huw) 


Sez | to'im — whichever way 
ou looks at it — it's it...! 
ez eto me—| agree its it. 
Sez | to 'im—well what's 
stopping ye—ring ‘um upand 
book ‘em. | 
Space be what we speaking 
about —Space. 
head now if euer you want 
space, it's it — whichever 
way you looks at it —— No 
good flummoxing, round 

et space in thing that goes 
into homes..... 


Local newspapers — 
that’s what -LOCAL 
NEWSPAPERS |! 


Goes right into homes 
every night and every week. 
Right into homes. 


GRIMSBY SATURDAY TELEGRAPH ws“ 
STAFFORDSHIRE WEEKLY SENTINEL — 
HERALD OF WALES 
GLOUCESTER JOURNAL 


CHELTENHAM CHRONICLE 
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Mail order advertising 
B.B.C. Publications | 


246 


SPECIAL PANEL REVIEWS POSITION: 
‘DETERMINED TO STOP ABUSES’ 


B.B.C. 
order advertising. 
of B.B.C, 


a dramatic sequel to the statement 


—Ralph Judson 


publications have held up acceptance of further mail 
This announcement by Ralph Judson, head 
Publications advertisement department, has provided 


early this month by the 


Newspaper Proprietors’ Association that it might withdraw 
recognition from agencies that had not sufficiently investigated 
the bona fides of their mail order clients. 


In a statement to the press last 
week, Mr. Judson reaffirmed the 
decision of B.B.C. Publications 
that should the N.P_A. and the 
Newspaper Society find it neces- 
sary to withdraw recognition 
from any agent, this withdrawal 
would automatically become 
effective in the case of the Radio 
Times and the other B.B.C 
journals, although they are not 
members of either of these bodies 

‘Rapidly becoming alarming” 
is the way in which Mr. Judson 
referred to the condition of mail 
order advertising 

The well known abuses on the 
part of a small dishonest minority 
are destroying the pulling powers 
of various media, and victimised 
readers are losing faith in adver- 
tising as a whole,” he said 

Stating that B.B.C. Publica- 
tons were determined to stop 
these abuses. Mr. Judson said 
that the whole position would be 
reviewed by their mail order 
pane! on which the Advertising 
Association the Incorporated 
Society of British Advertisers, the 
Incorporated Sales Managers’ As 
sociation, R-T.-S.A. and the Horo 
logical Institute are represented, 
and which was due to meet 
yesterday (Wednesday) 

In view of the situation we 
have suspended the acceptance 
of any further mail order busi- 
ness until the pane! comes to a 


decision,” he said 
As a public service, BBC 
Publications could not allow un 


desirables among the mail order 

traders to exploit their readers 
Saying that it was a pity that 

the good firms should suffer on 


account of the bad ones, Mr 
Judson added 

It is up to the mail order trade 
themselves to set their house in 
order to eliminate dishonest 
traders.” 


Among the malpractices from 
which many newspapers and their 
readers have suffered are the 
following 

Crross 
to return 


and failure 
under “money 


discourtesy 
money 


back” guarantee; “all wool” 
goods that are actually shoddy; 
excessive packaging and postal 
charges, mail order firms chang- 
ing their names in order to dodge 
their commitments; 

Insufficient supplies of goods 
and lack of organisation for deal- 


ing with a large volume of in 
quiries wolving considerable 
cost to newspapers in dealing 
with complaints; and 

The sale of fake “samples” 
which d not represent any 
actua] goods When the cus- 
tomer having bought the 
sample isks for the goods to 
be sent on, he is informed that 
they are sold out 


Circulation doubles 
in ten months 
In ten o 


onths, Industrial Equip 


ment News has doubled its circula 
tion, trebled its number of adver 
tisers, twice reduced its advertise 
ment ta per 1.000 readers, and 
won the recognition of 60 important 
manufacturers of products used im 
indus d of 30 front-rank adver 
tiSiNg agencies 

Th facts are claimed in new 
prom n material wsued by the 
publ Creative Journals (indus 
trial) Ltd... London 

Edited for production executives 
min f ming plants of Great 
Brita ilso) American 
and ¢ j ditions) / 
is conc ds y with news of 
new cquipn pa and materials 
which help speed production, save 
lab« n , and improve 
qua 

d print order for Septem 

ber issue was 9,900 copies 


Signs of the times 


hoy that petrol companies 
vit ' om indulging in out 
door elitive advertising when 
pol ns are removed is ex- 


essed innual report of the 


f Preservation of 
Rur \\ 
Concern been expressed, the 


outbreak of 
ons publicising 


epor ut the 
signs 1 stat 


Two oledies of the 
Dunlop stand 


View of the spacious office taken 

from the opposite side f the 

stand. Colour scheme units 

yellow, white and pale blue 

floor, deep red; valarium., side 

walls and inside office eated 
white cloth 


of the 
acces- 
sories and footwear. Other units 
display sports goods, “Dunlop- 
illo” and — products 


Arrangement of one sid: 
stand featuring tyres and 


Tribute to the wade 


press 
A tribute to the part trade 
and technical journals hav: played 


in helping to increase production 


and industrial efficiency i thus 
stemming the “tide from East,” 
was paid by H. V. Schoficid, sales 
director, Chloride Batter Ltd... 
speaking at a press lunch given 
by his firm at Hammersm 0 co 


incide with the 
Motor Show 
Mr. Schofield also expr 
hope that cheaper paper » 
followed by cheaper rate w ad- 
vertising in the press as a le. 
Advertisement execul of 


opening of the 


several national groups we nong 
the guests, each of whom ». given 
» Waterman pen. Basil Nx hon 
secretary and founder, ( i of 
Motoring Writers, thanh the 
hosts on behalf of the p and 
R. T. Lewis, of the New { the 
World, spoke for other gu asa 
whole. 
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is held up by 


NEW MOBILE. 
EXHIBITION 


Practical tests have proved the 
value of a new mobile exhibition 
stand built for Dunlop Rubber 
Company Ltd. 

The stand has been designed 
to facilitate Dunlop participation 
in trade fairs and exhibitions 
overseas The Dunlop overseas 
advertising department called in 


the exhibition organisation sec- 
tion of C. F. Higham Ltd., their 
advertising agents, and the two 


organisations designed and built 
the model of what has proved an 
ideal portable stand. 
They created six large 
approximately 8 ft. x 8 ft. and 
six small 3 ft. 6 in. by & ft., with 
one door unit for office use. These 
fit into bases and, on the large 
units, panels are available for the 
display of small products. The 
whole stand, which is of hard- 
wood, can be disconnected and 
fitted into a series of felt-lined 
wooden crates. A diversity of 
products, ranging from tennis 
halls to giant aircraft tyres, can 
he exhibited, and the stand is 
suitable for erection on sites of 
varying dimensions, Simplicity 
of erection enables the stand to 
be positioned by unskilled labour. 


UPSIDE DOWN 

So many requests have been 
received by Rhy! Publicity 
Committee from  boarding- 
house keepers for their adver- 


units, 


seaside 
1953 guide that all have soe 
refused. 


r'The cover design for the 
1953 guide will incorporate a 
Welsh girl with a harp —right 
way up. 


Photographers plan 
*fl h’ e 
ash’ campaign 

Photographic competitions organ- 
ised by national newspapers and 
magazines were praised by Allen 
Aldington, president of the Photo- 
graphic Dealers Association, at a 
Camera Club, London, dinner. 

“The competitions,” he said. “are 
doing much to make the public 
photography-conscious and to popu- 
larise the hobby, which I consider 
to be so well worth while from an 
educative point of view 

Mr. Aldington described an edu- 


ditional scheme for photographic 
dealers aimed at raising their 
efficiency. To encourage use of 


cameras during the winter the 
photographic trade was planning a 
“flash campaign,” he said. 
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AS FROM NOV. 14th ADVERTISEMENT 
SPACE WILL BE £15 PER 
SINGLE COLUMN INCH * 


* This represents o n @ sate of 3.200000, 1.125d per row. 4 inch fa 
per 1,000, .64d per square inch per | ,000 


3 e ry r T. B. MULLINGS, Advertisement Manager REVEILLE FOR THE WEEKEND 
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WN Phe challenge 


FIGHT BACK! 

Bristol i a@ traditional battle- 
ground for newspapers. Now 
it looks as if a problem with 
which the press of that city has 
been faced may grow to 
national proportions, 

lrouble has arisen over adver- 
tixements for one-day sales—a 
recently developed phenomenon 
which provincial traders resent. 
it involves the hiring of halls 
for a few hours to sell in com- 
petition with local retailers. 

The shopkeepers say this is un- 
fair competition, and com 
that it takes money out of the 
town, 

their first reaction has been to 
demand that the city’s news- 
papers shall refuse to accept 
advertisements for these 
sales. And they threaten to 
boycott any journal which does 
not impose the ban. 

The newspapers retort that they 
should not be involved in a 
trading dispute. And their 
attitude is correct. 

There are other courses open to 
the retailers. They might 
approach the people who own 
the local halls, or take the 
matter up with manufacturers, 

Ketter still, they can fight back 
with an advertising campaign 
of their own. 


Show the flag 
bxhibitions are an essential fea- 
ture of export marketing. 

Reports from Europe indicate 
that British pavilions at Conti- 
nental trade fairs do not 
always compare favourably 
with those of our competitors. 

This is an unnecessary drag on 
the export drive. The British 
exhibition industry has the 
technique and ability to pro- 
vide the world’s best. 

But there are two niggers in the 
wood-pile: civil servants who 
know too tittle about exhibi- 
tion organisation, and workers 
who want too much overtime, 


House in order 

The critics of advertising will be 
watching to see how the indus- 
try faces its responsibilities in 
Coronation Year. 

if the advertising organisations 
have their way, the scene will 
be one of a house in good order. 

Another step in the right direc- 
tion has taken with the 
introduction of a Code of 
Standards by the British Direct 
Mail Advertising Association. 

All that remains is for users of 
direct mail to follow the rules. 


FASHION'S FIRS? 


Harp 


HA\ | been thinking about 
nex! ( oronation 
Year mee a time of high 
lestiva 1 economic stress 
It certa presents us with a 
! an opportunity 

sands of fnendly 

< coming to Britain 

f the world to 

ejoicings and to 

our country 

our 
historic 
prob 


CIMSCIVES al 

beauty and 
studying our 
way of life 

<y find” 

1 i nation alive to 
ind responsibilities 
jomning with our young Queen in 
Secondly 
overcome 
lithculties by their 
content to rely 
on aid f thers but on their 
own hard work, their courage 
enterpris« rd skil 
Twelve months 
perilous 


fedication 
a peopl r d to 
their « ‘ 
own ts ny 


a en 


ago we were 
national bank 
ruptcy Al 
though the 
sharp slide 
to ruin has 
been halted 
we face the 
stiff climb 
hack to pros- 
perity. There 


s 


ica®l 


ind uphil 
all the way 
Rightly used 
{ ro Nation 
$s US a Supreme oppor 
' gain a firm foothold 
f on ve will take it 
Do not magine that 
mind some kind of 
bration designed to snatch a quick 
prom | meent tourists 
Natt ur visitors must be 
broug! fed. housed and 
whole pro 
seful contribu 
bie exports 
ant will 
1 which our visi 
with them 
Not only 
them want to 
igain we must 
t for many of them 
first intro 
goods and to 
1 business 
advertising 


irdings 


I have in 
lavish cele 


entertains the 
cess Wi 

hon t 

much More hp 
lasting impresst 
tors “Ww 

when 


must ‘ rake 


xe their 


press ad 
tising hime 
the rest, our vist 
« first reaction 
tastes and habits 
nd new, the im 


idvertising upon 


AND FINAL WORD + HAS THE 


ers 


The National Magazine Co. Led.. 


GUEST COLUN 
by 
Sir Miles Thomas. 


President of the Advertising 
Association 
i. 


the visitor from overseas ca! 
fail to influence him, for ¢ 
for ill, in his judgment of 
people and as traders. 1! 
the challenge. 

Organised advertising has ever 
reason to be proud of its eff 
to maintain and improve 
vertising standards. The work of 
the Advertisement Investigation 
Department of the Advertising 
Association, the Code of Stan 
dards Committee, the publishers 
associations and the Incorporated 
Society of British Adve ers 
cannot be too highly praised. and 
they are all to be congra 
on their success in curbing those 
ibuses by which some un 
principled sources seek to exploit 
the confidence of the public in 
idvertising 

All these bodies, I know 
continue their good work, yet at 
the same time | would make an 
urgent appeal to everyone who 
believes in the reputation and 
good faith of the advertising in 
dustry to beware of any tempta- 
tion to lower his standards in 
these days of intense and fiercely 


ilated 


will 
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of 1953 


competitive business To yield 
would be to betray our own 
ideals, to damage the good name 
of our profession and, particu 
larly in Coronation Year, to 
harm a fine record of integrity 
which js Britain’s greatest asset 
The Outdoor Advertising In 
dustry has its own problems and 
in co-operation with the Loca! 
Planning Authorities, is doing 
excellent work in removing adver 
tisements from sites where they 
are completely out of place 
Here, however, | must say 
that I was astonished at the 
decision of the Westminster 
City Council to abolish the 


them, these signs are among the 

now accepted and popular 

sights of London that visitors 
come in their hundreds of 
thousands to see, They are not 
undignified and they surely add 
to the brightness and gaiety of 
the Capital, as well as bringing 

ish goods and services to 
the notice of everyone who 
looks at them. 

Unhampered by petty and un 
imaginative restrictions, the ad- 
vertising industry can rise to a 
great opportunity. It can make 
a significant contribution to our 
export trade by helping to ensure 
that our visitors see us at our 
best. 


To-morrows TOPICS 


® Bristol one of the big news- 
paper battle-grounds of the 
provinces--may be the first 
field of exploitation for com- 
mercial television.  ‘“orman 
Collins has selected it as a site 
for a station “as soon as the 
Postmaster-General issucs a 
licence.” 
Date now being giv for 
the first commercial 1\ pro- 
gramme in Britain is the end 
of 1953 or early 1954 
Print experts back 
America forecast the rly 
arrival here of photo n 
for advertisements 
would mean ‘spe« 
economy and he 
for blockmakers. 
Critics of the free ca: 
petitions during — the 
months’ experimental p 
of extra newsprint “ 


rom 


CREAM 


Net sa! 


28/30 Gro 


short shrift. The competition 
break no rationing rules 
Stuart McClean, managing 
director, Associated News- 
papers, says: “This is our 
contribution to the motor 
industry, and it would take 
a lot to stop us running it.” 
Sponsored radio overseas is 
developing. Lourenco Mar- 
ques is experimenting with 
medium wave transmission. 
What is the significance of 
this week's Daily Mirror 
share development? There 
have been two interpreta- 
tions: The Sunday Pictorial 
is exchanging non-voting for 
voting shares, thus fortifying 
links between the two papers, 
the money is needed for 
developments in Australia. 


ROUND TABLE 


© FASHION READERSHIP 
eS. 


in excess of 50,000 a month 


sardens, London, $.W.! 
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Stuarts do good advertising ; 


we invite any advertising manager 


fo come and see how it is done. 


Telephone Mayfair 9255 and 


ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 


Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN. COURTAULDS, 


LONDON ELECTRICITY BOARD PYREX, ROYAL FESTIVAL HALI, SIMPLEX & CREDA 
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OUTDOOR ADVERTISING ‘KNOW-HOW’: This second exclusive extract from Outdoor 


Publicity, by R. Nelson and A. E. Sykes (to be published in the spring) covers . . . 


PLANNING EFFECTIVE 
POSTER DISPLAY 


TIYHE outdoor advertising 

agent stands between the 
idvertiser or his agent, and the 
contractor; receiving from the 
one a broad indication of his 
intentions and accounting to 
him for the expenditure en- 
tailed on his behalf, and trans- 
lating plans into action with 
the other He inspects the 
work as it is carried out by the 
contractor and pays him for 
the space hired. Between these 
two sides of his business stands 
his planning department, which 
can call upon the accumulated 
knowledge of the organisation 
in the shape of experience and 
Statistics 

The basic thinking behind the 
practice of poster advertising is 
then dealt with 

Poster advertising practice is, 
with reason, based on the knowl- 
cdge that every town has a num- 
ber of important points, some or 
all of which will be passed, 
sooner or later, by everyone in 
that town who goes outside his 
front door. In the course of three 
months--a usual period of dis- 
play--it may fairly be expected 
that nearly every person in the 
town will have one or more 
chances of seeing the advertising 
if posters are put up at all these 
points In fact the pattern of 
movement in any town does 
repeat itself in the main at weekly 
intervals and therefore the nor 


mal figure of poster coverage 
will be based upon these focal 
pomts 


The 


diagram on the left is constructed s 


“Audience and the whole 
question of “cover” are subjects 
of later chapters. Here it is only 


nece ss: ro quote the book's 
definit that “a poster's audience 
is the number of different people 
who ave the opportunity of 


seeing it, and outdoor advertising 
cover is that audience expressed 


as a percentage of all the people 
whom « advertiser wishes to 
reach 


The practical result of investi 
gating the poster potentialities of 
a town group of towns is that 
the outdoor advertising agent can 
and does establish a recom- 
mended display that will vary 
according to the size of the town 
and its pattern of movement 

The most important service the 
outdoor agent offers to the adver- 
tiser is the unwritten but implicit 
guarantee that the planned dis- 
play he recommends will be so 
placed that virtually everyone in 
a given town will have the oppor- 
tunity of seeing at least one of 
the posters. 

This service is important be- 
cause the relation between the 
required number of posters and 
the population of any town is 
not a fixed one; the structure of 
towns. the density of population 
and their association together in 
groups means that a poster) popu- 


diagran 


iN TOWNS 


Send for booklet ¢iving full details of facilities available 


CIRCULAR DISTRIBUTORS LTD. 2h. LS SS: | 


lation ratio can be only ugh 
guide 
Passing quickly through a few 
of the other problems which the 
outdoor advertising agent s 10 
solve, we come to those en 
countered in planning the poster 
display. 
First, the outdoor agen: must 
answer the following questions 
l,Where are the major and 
suburban shopping centres? 


2. What are the transport faci- 
lities and what routes do 
they cover? 

3.Where are the residential 
areas and what 1wome 
groups live there? 

4. Where are the chief centres 
of business, industry, sport 
and recreation? 

5. What is the relationship of 


this town to the surrounding 
country and adjacent towns? 

In the first drawing. which 
represents part of a typica! town, 
the residential, shopping and en 
tertainment areas are shown 
Main traffic routes (bus and tram) 
are indicated. 

This gives the picture of some 
of the points that most of the in- 
habitants will be expected to 
pass at least once a week. The 
agent's representative wil! select 
points on the main approaches to 
the town centre and to the major 
suburban shopping centres know- 


nclude as many features as possible of the typical n 
have been selected to give effective cover of the 


THROUGHOUT 


Rt 


including poster sites. 


POOL 1, 
STREET, LONDON. 


ing that people moving into these 
areas from surrounding residen- 
tial districts wil] mostly pass 
them. In the same way, all who 
go to and from work must be 
expected to use the main traffic 
arteries as these close in on the 
predominantly industrial districts. 
He will also look for places of 
sport and entertainment, select- 
ing points on their approaches 
The next stage is to plot on 
this map (see the second diagram) 
the positions of all the hoardings 
in the town and see whether all or 
most of the ideal points can be 
covered. It is in this that the 
billposting contractor and the 
agent’s representative, who both 
know the town, can mate the 
ideal with the real, producing a 
sound choice of individual sites. 
Just as there may be more than 
one satisfactory arrangement of 
a recommended sheetage, so the 
agent cannot always expect to 
get from the contractor just the 
positions he wants. In the light 
of this kind of practical problem 
the representative may produce 
a general picture of site coverage 
as is shown by the starred sites 
but this brings us to the realisa- 
tion that selecting ideal positions 
is not by any means the whole 
story. It is not much use choos- 
ing a hoarding in the best place 
if it happens to be facing the 
wrong way, against the flow of 
traffic, or if it is in a narrow street 
too high above people's heads. 
The agent's representative must 
be able to decide between a pos- 
sible multiplicity of sites He 
must also be able to recognise 
(Continued on page 254) 
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—so advertisers get more 
circulation than they buy — 


IN 1949— 300,000 circulation. This year — 
a guaranteed 700,000 average net sale. And 
Reader’s Digest sales are still piling up. 
Our advertisers gain handsomely from 
this rapid rise. This autumn, for instance, 
they are getting about 100,000 circulation 
per month free. They've had a bonus, in 
fact, each year since The Reader's Digest 
accepted advertising —for the page rate is 
based on a conservative guaranteed sale 
which has always been exceeded. 
4,330,000 READERS * 
AT BARGAIN COST PER PAGE PER 1,000 
The Reader's Digest is edited to carry your 
message to men and women. It is read at 
home by 90°, of its readers—people of 


above-average purchasing power. No other 
magazine reaches over 4 million readers at 
such low page cost per 1,000. Whether you're 
selling to men, to women, or to both, it’s a 
bargain. Only one magazine reaching more 
than 1} million women readers — including 
women’s magazines — has a lower page cost 
per 1,000 women! 

The Reader's Digest is a “best buy” for 
many reasons —fast-rising circulation, in- 
tensive home readership, and competitive 
page rates, especially for colour; very few 
advertising schedules are complete without 
it. The proportion of advertising in the 
magazine is strictly limited, so space should 
be reserved without delay. 


ADVERTISER'S WEEKLY 


How 
The Reader’s Digest 
is a “best buy” — 


IN BLACK-AND-WHITE 


In cost per page per 1,000 readers, at 
rates current on Ist Sept. 1952, The 
Reader's Digest, of all magazines, is 
the cheapest for reaching: 


Over 4} million readers 


, Over 2 million ABC readers 


Over a million AB readers 
Over 24 million men 

Over a million ABC men 

A million ABC women 
Nearly } million AB women 


IN FULL COLOUR 

Less than 30 per cent above black- 
and-white! With this very low full- 
colour rate, see how The Reader's 
Digest compares in cost per colour 
page per 1,000 readers : 

TOTAL 4Colouwr Cost 

READERS Page per 

(000s) £ readers 

Picture Post 6,580 1,600 4/100 
Illustrated 5,840 1,500 5/2d 
John Bull 4,460 1,320 S/lid 
Everybody's 3,540 1,100 6/34 
Reader's 
Digest 4,390 575 2/84 


WOMEN 4Colour Cost 
READERS Page per 
(0008) £ readers 
Woman 4,790 3,000 12/6d 
Woman'’sOwn4,730 =. 2,100 /lld 
Picture Post 2,930 1,600 10/lid 
Iilustrated 2,880 1,500 10/Sd 
John Bull 1,910 1,320 13/10d 
Everybody's 1,540 1,100 14/34 


Reader's 
Digest 1,770 S75 6/64 


#All readership figures are quoted 
from the Hulton Readership 
Survey 1952. The circulation of The 
Reoder's Digest hes increased by 4 
100,000 since the field work for this 
survey wes carried out. ‘ 


The Reader’s Digest 


The Advertisement Director, 1 ALBEMARLE STREET, LONDON, W.1 
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HEN thinking of con- 
sumer contests one 
looks first at the large- 
scale national competition sup 
ported by effective press 
sivertising and the provision 
of retaider entry forms and 
display material at a very large 
number of retail outlets 
Such contests are most effective 
n the marketing of soap pro 
ducts, polishes, cosmetics, disin 
fectants, foodstuffs, soft drinks 
and «other articles in constant 
household use and selling at a 
reasonable price This type 
requires that the entrant 
should purchase the product and 
proot of having 
done so The price of the pro 
duct is therefore the most impor 
tant conditioning factor There 
will come a point in the price 
range at which the inducements 
offered by a competition are in 
sufficent to persuade the con 
sumer to change her or his buying 
habits in sufficient quantities to 
make the campaign worth while 
It would be inadvisable, for ex 
ample, to attempt to promote the 
sales of a luxury article having 
1 small sale and a high price by 
means of a contest 
There is, however, a type of 
competition which can be used to 
sivantage m marketing a pro 


eneiose MOT 


duct the ree of which is well 
outside the shilling or two’ 
range. Always provided that the 
product s sold in sufficiently 


large quantities, and to the pub 
he aS @& whole, a competition 


FOCUS ON MARKETING~—-15 


product and in which 
s composed mainly 


dea! product will prob 


evision and radio sets 


can also be of great 


uch to sell the product 
t as to make the visitor 
notice of the spon 


easing the amount of 
f people by or on the 


regulated to main 
stant flow in both slack 


close for press, carrving 
before 


is Solus, facing matter 


Telephone : 


12 MONTHS PUBLICITY 
FOR ‘l4d. PER READER 


This is what periodical and book publishers, whole- 
salers, stationery and toy manulactu 


and other business concerns are olfered in the 
° 


YEAR BOOK 


OF THE 


National Federation of Retail Newsagents 
Booksellers and Stationers 


The 1953 edition of this popular 


to every one of the oreanisat 


and is in constant use throug 


There is still room for more 


Address enquiries to the officiall, 
the 


Newsagents Booksellers Review 


and Stationers Gazette 
1S CHARTERHOUSE STREET, E.c.! 


Products suitable for 
CONTEST PROMOTION 


By W. H. T. TAYLEUR 


however, the types ol peu 
tons availaDlie afe ia we 

dectined ney tall into » mam 
Calegorics, ne “literary and the 
Maltacmatical, tthe frst category 
nciuding slogans, jingles rich 
last lines, letter writing, word 
making, crosswords, j ke A 
because... , finding namics lor 
new products and a doze 1ers, 
while under the second calcgory 
tall those in which the « nt is 
required to place in correct order 
1 variety of articles, or | spec 

he points of a produc sters, 
slogans or almost anything cise 
capable of comparison In such 
cases the skill entailed i, that of 
APpProximaling aS Mearly eculy 
is possible to the decis of an 
expert or panel of experts, not 
ot forecasting accuratciy the 
pinion Of the public as repre 
sented by the entries of the other 
competitors. Ihe same ruling 
apphes to crossword ntests 


having alternative soluti 
There are other contest, which 
partake of the characterisiics of 


both types; a very success!ul one 
was the recent Hedley’s “Win-a 
Home” series in Which the con 
lestant was required to ert the 
correct brand name iA Ot 
twelve given sentences In all 
contests where a math tically 


correct solution is possihic, it Is 
advisable to have a second sec 


tion of a “literary” ty which 
can also be taken into considera 
tion in the event of a tic and in 
this case the entrant w asked 


to complete a sentence starting 
“l use Hedley products because 
* 


Another post-war con petition 


of great interest was the Levers 
Easy Shaving Stick Con)petition 
of 1951. This was a slocan con 
test in which B.S.A. mo cycles 
and cycles were offered najor 
prizes. The main interes: of the 
contest lay in the fact t t was 
sddressed entirely to » and 
since practically no da Xisted 
of an all-male compet: on no 
one could foresee the re t he 
decision. to hold the c« was 
therefore a bold one 1 was 
nore than justified by the us 
astic response of the pu 

These two contests, for 
the housewife and the for 
men, admirably illustrak ¢ big 
national consumer c tition 
backed by considerable s ad 
vertising and entailing str 
bution of entry forms | irge 
numbe ol retail outle 

A final example of ve € 
distinctive type of conte. a 


of the recent Jeyes and 
competition held for 


only. This was promoted 


in amusingly designed flet 
ind offered £500 in pr 
the best entries giving 
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¢ lines to lumericks of which 

e first two lines were given 
the entrant had a choice of four 
examples and large numbers of 
retailers al! over the country sup 
the campaign with en 


inhusiasm 

Although it May appear a 
tairly simple matter to handle 
the physical sides of many types 
of contest, that is to say the 
opening of the entries, checking 
for correct enclosures, handling 
media keying and other forms of 
research, carrying out prelimin 
ary judging up to the point where 
a short list can be submitted to 
the panel of final judges, scrutin 
sing against possible duplica 
tion of prizewinning entries and 
so forth, it will be found that if 
a contest is to be conscientiously 
handled certain snags are apt to 
develop in practice unless the 
organiser has a thorough exper 
ence of the job 

One of the secrets of success 
ful and economical handling of 


The author, managing director 
of W. H. T. Tayleur (Publicists) 
Lad., has had many years of 
experience in the organisation 
of consumer contests. He des- 
cribes the products suitable for 
this type of promotion, gives 
examples of a few recent 
schemes, and goes into the legal 
problems. 

In a previous article (October 
16, page 164) he dealt with the 
function of consumer contests. 


entries is for the form of con- 
test and the rules and conditions 
of entry to be expertly drafted 
hy someone who can foresee the 
exact results in terms of the 
physical operations entailed. The 
addition or omission of some 
apparently unimportant clause 
may result in the addition of 
hundreds of unnecessary girl-or 
man-hours of work. 

It is very important, too, to 
employ judges in the literary 
types of contests Who are familiar 
with the work and whose com 
petence to undertake the pre 
liminary stages of adjudication 
cannot be questioned 

in the “mathematical” types of 
contests, if is important to intro 
duce security measures especially 
where large temporary sorting 
staff is being employed Such 
measures differ very widely ac- 
cording to the tvpe of contest 
heing handled 

To-day all competitions are 
covered by the Betting and 
Lotteries Act (1934) he effec 
tive sub-section of the Act is No 
26, in which clauses (a) and (b) 
govern the conduct of all modern 
competitions. It reads as follows 

It shall be unlawful to con 

duct either through any news 

paper, or in connection with 

any trade or business or the 

sale of any article to the 
public 

(a) Any competition in which 
prizes are offered for forecasts 
of the result either of a future 
event or a past event, the 
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What a rich market there is for advertised goods in 
populous County Durham! Here, the DURHAM COUNTY 
ADVERTISER SERIES Covers nearly a million and a half men 
and women, many thousands of whom are well-paid 
workers in the big industries established in this area. 


A network of 36 Westminster Press newspapers serves 
the most thriving provincial areas in the country. The 
‘Thrifty Thirty-Six’ are in intimate touch with a big- 
spending public, and for a remarkably small outlay their 
columns provide an ideal medium for your advertising. 


the thrifty thirty-six 
for well spent appropriations 


ERNEST LUMSDON 


All the Thrifty Thirt)-Six are members of the ABC.) 


London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


Leeds Office : 
il, ALBION PLACE, LEEDS 1. TEL: LEEDS 24998 


Manchester Office 
MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2 TEL SLACKFRIARS 3930. 


ENLARGEMENT 
REDUCTION 


Tisburys 


We can tell you which particular 
Mervac model will be best for your — 
own work. Grant Production Co. Ltd., 2 


4 Rathbone Place, London, Wa. 


we ARTWORK has to be scaled down — or up; 


when a facsimile copy of a document is needed -—- or a 


number of copies; when photoprints are required — quickly; when 


—nagane 


your Mervac, waiting like the barman at the nineteenth hole 


a litho plate is wanted for the “ office offset ” ; 


then there in its modest corner of your office is 


to supply what you can do with, 


rites 


oa 


(Museum 8717) 


Little larger thatia filing cabmet, 
easter 10 work than a typewriter. 
This is the Mervac Copier, the 
most compact member of the 
Mervac team and i mever 


the versatile | nie 
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Contest promotion 


—continued 
result of which is not yet 
ascertained or not yet gener- 
ally known, 

(b) Any other competition, 


success in Which does not 

depend to a substantial degree 

upon the exercise of skill.” 

These words are capable of a 
number of interpretations but 
one ws safe in assuming that the 
Act was passed, not to prevent 
reputable firms from using the 
consumer contest a8 a promo- 
tional medium but to protect the 
public from unscrupulous organ- 
wers of “cash eniry” contests, 

One or two points are, of 
course, quite clear, One Must not 
engage in any form of lottery 
and in this must be included any 
form of contest in which “first 
opened” or “first received” are 
qualifications for prize winning 

one must not ask the entrant 
to forecast, say the number of 
visitors to an exhibition or any 
other future event, and one must 
always remember that every ad- 
vertising contest comes under the 
provisions of the Act, 

Another point to bear in mind 
is that (at least this is my inter- 
pretation of the Act) entries of 
equal merit deserve equal prizes. 

The utmost care is therefore 
necessary in scrutinising the 
entire entry for possible duplica- 
tion of prize-winning entries. 

The Act also has to be borne 
in mind when framing the rules 
for a competition 


It will b 
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OUTDOOR ADVERTISING ‘KNOW-)iOW’ 


Continued from page 250 


the best position on a hoarding, 
for, although the billposting con- 
tractor does not guarantee any 
particular position on a selected 
hoarding it is possible by per- 
sistence and co-operation to ar 
range for positions to be improved 
as other posters on that hoarding 
come oul of charge 

One positive and two negative 
factors are to be assessed in 
choosing a particular position 


Uninterrupted visibility, extent of 
distraction and height. The 
authors go on to say 


lt is possible to select a town's 
best sites purely on a point basis, 
but this method is almost certain 
to provide a cover bearing little 
relation to the main population 
movernent im the town Sites 
scoring the highest points might, 
for instance, be all concentrated 
in a single district. 

If points are also given on the 


basis of traffic counts in the 
ordinary sense of the term, the 
problem $ still not solved. 


Naturally it is important that the 
buyer and the seller of outdoor 
advertising should know how 
many people pass a site but the 
essential difference between traffic 
counts aod audience figures is of 
vital importance in that the latter 


show w many different people 
pass the site, the former counting 
only the same persons over and 
over again as often as they pass 
and repass during the relevant 
Period 


or 


One further dem ston 
The diagram shows th best 
Sites in a town cer area, 
chosen according to ma atical 
valuation on the bas f the 


table given (figures used are for 
demonstration only) 


Sites with the highes: scores 
(circled) are selected, bi map 
shows that only twi ds are 


covered and large gap. are left 
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in the display. Obviously a situa- 
tion factor must be added if a 
valuation is to have practical 
significance, and the diagram 
shows the same sites chosen with 
this factor included, revealing 
that the best five by mathematical 
valuation and location are con- 
centrated on one shopping centre, 
leaving two others untouched. 
OUTDOOR PUBLICITY is to 
be early in 


POINTS VALUE OF SITES 


Points 

Side-on position & 
Up to 20 yards 8 
Up to 35 yards 12 
50 yards and over 15 
Solus P Ms 10 
Two panels aa 7 
Up to four panels 6 
More than four panels 5 
Ten to twenty feet 

high : minus 2 


The 


TAT LE 


be sure it figures in your plans 


Twenty to thirty feet 
high 


: minus 2 
Thirty feet and higher minus 3 


SITUATION OF SITES 


Shopping centre A 
Main traffic road B 
Side road Cc 
Arterial road D 
Residential] road E 

F 


Industrial road 


ed great yedr 


. } ig 
i; __— a : 
3 ~ 
H : 
“ Advertiser's Weekly” before / 
Ss «then. 
; ® : 
| a sa 10%, 
4 = wi at 
F p7 we ©) {i Wx nee : 
es: G7, } ~\m A 
/ ; — owe y f, f | Ne ie 
. 4 Y ; ih he - - 
ri Po y 
q a i | 
_ a. : 
i _— 
-_—" ad aes 
; y ; | 
- \ j 
EE ee | 
ju 
q 
m 4 


Octoper 30, 1952 


Ls 
= CORONATION 
. ee 
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“Black and: white reproductions 6y- 
screen - process produced under 
Licence for Reyal Photographers 
Baron, Karsh and Dorothy Wilding 


4 24'x 18"______3/- each 
e 30"x 20" 3/6 each 
. 36"x 24" 5/- each 
40"x 30" 6/- each 

60"x 40" 7/6 each 


(PLUS PURCHASE TAX, WHERE APPLICABLE) 


in Gold and Colours. 


PRIESTLEYS 


Commercial Road, Gloucester 
Te ; Gloucester 22281 (4 ines) 

9, Buckingham Street, London WC2 
Te ; Trafalgar 4277-8. 
Daimler House, Paradise Sc, Birmingham 1. Tel. Mid.0528 
Victoria Buildings, 32, , Manchester3. Tel. Bla. 3851 
120, Bute Street, Cardiff. Telephone Cardiff 31217. 
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\DVERTISER'S WEEKLY 


SPORT 


| THE MONTHLY MOTORING MAGAZINE 


Published on the Ist of 
the Month for over a 
Quarter of a Century 


Circulates in every motor- 
minded country in the world 


and is read eagerly by those 


interested in experimenting 


to get higher efficiency 
GUARANTEED CIRCULATION 


weet 53,000 


the 
Audit Bureau of Circulations 


Members of 


Advertisement and Editorial 


| Offices : 
15/17, CITY ROAD, LONDON, E.C.! 
| Telephone : MONarch 8944 


TEESDALE PUBLISHING CO. LTD. 
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A.B.C, 23,215 


The 


Largest circulation 


THE 


Advert 


ng Department 


Newspaper Representations Ltd. 
231 Strand, W.C.2 


Tel: CITy 5906 


CANINE MAGAZINE 


DOGS’ BULLETIN 


ia y wer M 


‘ ! 
tention 
“ALLAN 
Many wero find the “Wt 
s ipply the basic data then 
hea finished plate ready 


StTRVICH 


Kota 


print: Machin 
Both are 


Telephone Terminus 2691 (4 lines) 


Rathbone 14) 


Dike T 
British advertisers anxious to . 
increase their trade with Meorear 
Denmarkshouldinvestigatethe 
possibilities of EXSTRABLADET, 4 compreh 
the largest Evening Daily. Pub- ihe 
lished by Politiken, Denmark's : 
famous Morning National News- ey y 
paper, it still offers adequate WEDICHNG 
Space facilities. Full details from 
CRANE-DEBENHAM LTD. 
69, FLEET STREET, LONDON. E-C-4 
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ensive, ¢ 
to - date 
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ishers of 


AVENUE 


A New, Quick SERVICE | 


THE STRAND LITHOGRAPHIC CO. LTD. 


187 FARRINGDON RD., LONDON, E.C.!. 
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PORTUGAL has liberalised most of her 


trade with Britain. but... 


British exporters are 
missing the boat 


By ROSAML NDE E. PRINCE-BISHOP 


who for the last ten years has been work- 


ing in Portugal on 


market 


research and 


promoting the interests of British exporters. 


|! is difficult to know why 
British exporters 4 not 


taking full advantage of oppor 
tunities offered them in Portu 
gal \ liberalisats list 
recent'y published fre over 
SO per cent of goods trom 
heensing difficulties 
Although the situat is nol 
yecn us clear-cut as rht 
ke, some alert Britis inufac 
have nade ¢ an 
yrotit since March 19 
Let us trace the trend of events 
since then cent 
tf goods i i; b 
June figure rose to cent 
ind in November to 83 cent 
Then in January, for a \per 
period of th ynths 
» March goods 
so that cK were 
once for a ypes of 
exported n the 
K. to Portugal 
How did British ex s 
ict to this generous off Con 


1951 figures w 


pare the 


those 


for the first six months 1952 
BRITISH EXPORTS TO 
PORTUGAL, AZORES. AND 
MADEIRA, 195! 
fo Portugal £17 9R7 
To Azores £1 4.150 
To Madeira £s ‘8.564 


January to June (including the 
“experimental period”) 19 


To Portugal tv $63 
To Azores 129 
To Madeira i O81 
Though good, this pe nance 
could surely have been \ nuch 
bette Evidently the P rucse 
thought so. because th Apert 
ntal period Was not ved 
1 lisation lyst a need 
n ber 1951 s s n 
to 3 Negotiatio w its 
extension are again in gress 
but no definite news is iva 
ible of any results achic t 
HiAS 
Some alterations ha w 
ever, been made in the sa 
yn list Among the not 
the new st are a 
ectrical wires and cab ) 
the experiment 
cal Quantities we 
mat a halt had to hy 
protect home industry ' 


for the sudden increase in wire 
ind cable consumption was that 
the Portuguese Governmen; had 
ordered an immediate overhau! of 
| equipment and mach 
inery in many places of entertain 
ment A “stampede” for elec 
trical equipment ensued. Those 
who had stocks on hand made a 
fortune; others ordered urgently 
from England. The Government. 
to project their own industry. 
removed this item from the last 
st. but not before a few intelli 
gent British exporters had taken 
their chance. Very many more 
could have done 


electrical 


Electrical 
goods... 


Electrical goods, such as elec 


tric fires, washers, sweepers, etc.. 


are still on the free list, but ex- 
porters of these goods are ad 
vised to move quickly Since 
completion of the hydro-electric 
plants at Castelo do Bode and 
Zezere, price of electricity ir 


southern Portugal has become 


much cheaper and rationing has 
ended 
Models that are attractive in 


presentation, yet have a low con 
sumption of current and moderate 
most likely to find a 
market In the past exporters 
have tried to sel] elaborate, high 
consumption models--and failed 
But a ready sale is guaranteed for 
art that are attractive and 
cheap. Portugal does not like to 
pay high prices 


cost are 


le 
cles 


...and 
cosmetics 


Cosmetics and pharmaceutical 
which are on the free list 
provide another splendid oppor 
tunity for exporters. What few 
British cosmetics and pharma 
ceuticals are sent to Portugal do 
not achieve a very large sale 
hecause they are not advertised 
It seems that many British ex- 
porters do not appreciate this 
elementary fact—expenditure of 
thousands of pounds on adver 
Britain does not help 
sales | have known 
British and 
pharmaceutical goods thrown out 
‘ importer. be 


an utte ¢ 
suppliers had 


goods 


tising in 
overseas 


imous cosmetics 


loss to the 


British 
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ior thought it necessary to adver good resu trom trading with 
tse their goods in Portugal! Portugal before should 

Toilet soap, and bars of un- 1. Consider an advertising \ 
scented soap are also on the free campaign \ 
list, but soap powders and flakes 2. Check up on their selling X j 
are not So Lever Bros. have agent. oF oe —_— v r 
opened a factory near Lisbon Where export of their goods WORI D FREI( HT S wig 

hey now sell many of their : npossidie hecause cences 4 AU ™ 

amous branded products n are not granted or customs duties t 
some cases at costs lower than are too high, manufacture on the Fam | os 
10se Of Portuguese competitive spot. Collaboration of Portuguese me 
articles partners who know the country 

Portugal! has excellent and well and language is essential as the 

rinted newspapers and maga iw demands that Portuguese 
zines (women’s papers, technical, nationals shoutd hold a control e 
nds agricultural) Publishers’ ling wterest in all enterprises will carr 

ites are low financed by non-Portuguese a 

Exporters who have not had interests 

. 
the advertisements of 
s DOLLAR OPPORTUNITY FOR NOVELTIES 
> Shipowners 


Price will govern sales of Airlines 
Railways 


Coronation souvenirs to Canada aia | 


“MPYHERE will probably be a shown in this venture and B 
considerable sale of Coro Rooster now plan to — = anks 
nation pottery and of small Uft on a similar tour through 


parts of Africasin 1953 Crate Suppliers 


metal and plastic novelties. It 


is questionable, however, The Dollar Exports Council is and Packers 

whether there will be any sub- — gponcsorine a Register of British - 

stantial demand for the more Manufacturers and Exporters Shipping and 

expensive ty pe of souvenirs.” interested in the Canadian market Forwarding Agents 
This conclusion ts reached in Questionnair are heing sent to 

: report on the market for firms together with a letter which 

Coronation souvenirs in Canada explains that “we arc sine busi 

circulated recently by the Board ness n Canada because many 

of Trade Canadian firms who are ready to } 
On the whole the report buy British do not know where | J 

continues price will he the first to @0 for their requirements e { 

constieration This do not The publishers of the directory t a Cc m ) rh on ve | 

however, rule out the sale of will he Kelly's Directories Ltd Oo oO | re i SL i 

decorated utility items such as and Associated Iliffe Press Ltd 

powder compacts There vill hb no charee for : 
The report lists the three pos standard entries. The first vear's 


readership of 


sible ethods of ng Corona circulation is to be 6,000 copies - 
tion souvenirs in Canada i.e at least 3.000 of which are to be 5 
d rect ’ ge retailers d rect to aistr hb fe | if ar ada 

« * . 


lar 
wholesalers. or through commis 
sion agents. “lt would probably 
be impossible to sell goods direct 
to retailers and at the same time 
to interest wholesalers, although 
it might be possible if a firm had 


so large a range of products that 


Export Executives 
Export and Import Merchants 


Freight and Transportation 
Executives 


and all concerned with 
the carriage of Freight . 


The market for British textiles 
in Iraq is reviewed by a British | 
Embassy official in Baghdad in a 
Board of Trade report. 

Particular attention is given to 
competitive efforts by Japan, 
t could be divided between the Italy, and the United States and 
two groups.” it is concluded that unless they 

It is suggested thar direct offers keep prices down, United 
to Canadian importers must be Kingdom manufacturers will have 
accompanied by a sample or two a stiff fight to retain their share 
or, in the case an expensive of the markets. 


item, a clear glossy photograph. 
and a price-list 
» . » 

A Canadian firm which is 
known to be interested in import- 
ing all kinds of advertising spe- 
cialities from this country is 
Harry Loder Co., Ltd., 104 Street 
Avenue, Edmonton, 
Specific interest was 
expressed in pencils and leather 
goods such as wallets, but pen- 
knives and fancy goods may also 
be considered. 

* * . 

A LIBRARY OF “local colour” 
pictures is being compiled by the 
photographic unit of Rooster 
Publicity Ltd which is now 
touring India. The material is to 
be exhibited n the 
London office after the tour 

Cons der ible interest has heen 


Agency's | 


The report maintains that the 
present limited demand will be 
greatly expanded as increased 
wealth is derived from oil pro- 
duction. But. concludes the 
report, the bulk of demand will 
be for cheaver articles. 

* * * 

Import ticences will be re 
quired for all commodities sent 
to Egypt from the United King- 
dom. it was announced by the 
Egyptian Government 


Coronation 
Enlargements 


for display purposes 
are available from 


AUTOTYPE 


price-hst free 
Brownlow Rd. W.13 
EALing 269! 


| Wlustrated folder and 


“WORLD FREIGHT" 


EDITOR GEOFFREY SUTTON 


PUBLICATION DATE OF FIRST ISSUE 
20th NOVEMBER 


ADVERTISEMENT MANAGER JOHN MORGAN 


the new allied monthly publication of 
* TRAVEL TOPICS’ the first travel trade magazine 
in the world 


185 Regent Street, London. W.! Tel.: GRO 887! 
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ADVERTISER'S WEEKLY 


Any mass market commoc 


appears in national dem 


DAILY HERALD definite jm 


3,580,000 men, women a 
of Herald reader fami. 


or see any other natid®t 


(DAILY HERALD femilies represent 6 total market of 
from the DAILY HERALD Sarvey shows thet the . | 
on Cocoa, Coffee and Health Beverages is £5,570,00 [am 


b. H. HULL, ADVERTISEMENT DIRECTOR, 4 § 
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i lies who do NOT take 


Bonal daily newspaper. 


) xpenditure by DAILY HERALD fomilies every year R e 
7G. and on Disinfectants and Polishes is £3,3530,000. == = 3 — ” 


Be CRE HOUSE, ACRE LANE, LONDON 
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r lity advertising which 
Biilies but NOT in the . 
Mly loses a market of -_ © 
Bnd children-i.e., 55% Hi 
| ; 6.780.000 eensoners. The latest Commodity Report ; = : - _ | 
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on monday next 


Octoper MW, 1952 


CHADWI 


CK-LATZ LIMITED 


t f Direct Advertising 


move on Monday to new Executive Offices at 


ALEXANDER HOUSE 
SHAFTESBURY AVENUE - WC2 


where even our cat will have room to swing 


OUR TELEPHONE NUMBER REMAIN:> 


TEMPLE BAR 2641 


essing and distribution 
tv House, Dyott Street, 


tely to production. 
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THE STUNT: Advertising dynamite, 
but it may open the door... 


TTVHE direct mail advertising 

application of the word 
“stunt” implies a mailing piece 
that surprises or _ startles, 
interests or amuses 


And the latter couple of 
alternatives 1s more important 
than the former. 

A man once received a postal 
packet which certainly surprised 
and startled him. It gave out a 
oud bang when he opened it. It 
was advocating a burglar alarm 
which made a similar noise when 
in intruder cautiously pushed 
open the door. This device is no 
longer on the market Which 
suggests that other victims of the 
exp.osive packet were equally 
unamused 

Some years ago I received a 
etter at my office. Clipped to 
the letterheading of a business 
firm was the photograph of 
unattractive girl. The lette 
signed by the original 
photograph. She explained that 
was on leave and that 
seizing the opportunity 
him that she could 

his absence The 
was based on the wrong 
premise, A businessman does not 
place an order because the sales 
representative 1s an attractive 
female He buys because he 
needs 
Danger of 

blowing up 

These two examples give 
warning that the stunt has many 
of the qualities of dynamite 

Nevertheless | am convinced 
after many years Of experiment 
with stunts. that they can often 
open the door of receptivity 
which has remained obstinately 
shut to the knocks of ordinary 
marine pieces 

The stunt has a valuable func 
tion: but one does need to fol 
low some line of logic in their 
use. It can be a forceful attention 
getter. If the attention ts alr 
got. a stunt May de worse 
useless may be harmful 

1 once had the difficul: 
of choosing an advertising 
We opened the ball by advert 


DOSS 

was 
prove to 
I 


prise 


c ady 
than 


Lasar 


gen 
sing 


By J. W. W. CASSELS, 


former advertising manager of Moss Bros., and now 
head of his own direct mail consultancy, ADMAC, 


in the trade under a box 
number Among a host of 
replies, there came a smal] packet 
Inside was a walnut shell and 
stowed away im the shell was a 
much-folded letter The letter 
began: “In a nutshell. our ser 
vice etc " Now my atten 
tion Was at high pitch before | 
got any replies. | was prepared to 
give carnest thought to every ap 
plication that came | had a 
tough job to select one agent 
from the wealth of talent offered 
me. The bother of fumbling with 
this walnut shel! was an irritant 
I was probably a little hard on 
the agent but then and there I 
eliminated him from the list of 
possibles 


press echoes of the final mailing piece 
have subsided, there inevitably 
remain a number of dichards who 
have refused to respond. The ful! 
story has been spread persuasively 
before them in vain. What to do” 


This is 
the moment 


Another follow-up 
lines that have so far been un 
productive? That would be a 
waste of money. Give up? Po 
sibly; but this is the moment for 
which a stunt exists Lingua 
phone decided to try the effect 
of the totally unexpected A 
booklet was designed which 
opened with a series of cartoons 
depicting embarrassing situations 
Attention as a result of not knowing the 

1" > 2, > language 

of the reader The artless little curate finds 

So beware of using a himself at the Folies Bergére 
you already have when he imagined he had asked 
attention. On the the way to the ruins of a Cluniac 
when the Priory; the rather conceited young 
man is shattered when he finds 
that his efforts to order his gir! 
a slap-up dinner have resulted 
example in a plate of sausages and mash; 

ou were to write to Lingua the explorer is dismayed when 
phone for particulars of their ‘stead of the leopard = skin 
method of teaching languages by shields he thought he was bar 
gramophone, you would get a gaining for, he is presented with 
and booklet. followed if 4 Clutch of native wives. And so 
necessary by a series of mailing °" 
the whole designed to ad At the end of the booklet, the 
irgument in favour misguided people are shown that 
a course The these unhappy events would not 
campaign are have been, had they taken a 
but when the Linguaphone course before they 


along the 


Stunt 
your 
other 
more conventional 
have failed to get 
can often work 


n he "” 
reader s 
hand 
mailing pieces 
action, a stunt 
the miracle 


a recent 


letter 


pieces 


SPPAN RL HUY N44 BU 


{AMPA NAR ARMA 

The stunt, says the writer, has many of the qualities 

of dynamite. It may, if used at the wrong time, 

give offence. But if applied logically, it . . . 

@ “... can often prise open the door of receptivity 
which has remained obstinately shut to the knocks 
of ordinary mailing pieces.” 


@ *... can be a forceful attention getter. 
attention is already got... it may be harmful.” 


If the 


@ ~... will linger longer 


in the memory than a 
more formal reminder.” 


WH DSHVTTALAALLLLLc it adiwaheteGARtA LAG HARE SEPRALLGistt OREIM ATAGGAROG To tccctnc 


went abroad. And attached to 
the last page is an order form to 
remind the reader that he too is 
in danger. ; 

The order forms came back! 
And these from people who had 
resisted the more serious sales 
approach! So the stunt has its 
uses 

The situation is analagous to 
the lecturer addressing a torpid 
audience. He breaks off to tell 

funny story. The audience sits 
up for more. But if the point of 
the story is outside the theme of 
the lecture, the audience will 
likely stay behind with the joke 

Similarly a stunt must lead 
straight to the product. Other 
wise the cleverer the stunt, the 
weaker the selling effect. If the 
advertiser is making the opening 
move, he can often rouse the 
attention more effectively with a 
stunt; but he must be very sure 
he understands stunts before 
irving them out on new people 

If you have a list of people 
who have consistently refused to 
listen to you, by all means let 
them have a stunt. If you did 
happen to upset them, you 
haven't lost much. But if you 
offend on your opening gambit 
you have lost something (Of 
course you should not offend 
anyway if you are ultra sensitive 
about good taste.) 

One other instance where a 
stunt can be useful is in the case 
of people with whom one must 
keep in touch but who can only 
be expected to buy at long inter- 
vals. A stunt will linger longer 
in the memory than a more for 
mal reminder 

But don't overdo it 
two stunts at close intervals and 
people will write and tell you 
that the second js nothing like as 
good as the first. Whatever you 
do, don't imitate the successful 
stunt of another 

Older readers will remember 
the fun we got from the Mustard 
Club in the days before Corporal 
Hitler came to plague us. Let 
us hope that the mists of memory 
have in mercy veiled the pitiable 
efforts of those who tried to form 
similar clubs for their products 


Send out 
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ADVERTISER'S WEEKLY 


+ MORE AND MORE 
ADVERTISERS 
and their AGENTS who want 


VALUE FOR MONEY 


are calling in 
Britain's fastest-growing 


(“MODERN Postal Publicity” 
/ /rels why and will be gladly sent 
Tom request to» 


, Paitin, 
POSTAL PUBLICITY Ltd. 


82-84 PECKHAM RYE LONDON, SBS 
Telephone : New Cross 5541 


15 NEW ACCOUNTS IN 10 MONTHS 


envelopes in I minute 


Speedy, money saving and efficient is the excellent 
L.C.C. machine. 

Designed to aid the smooth rur 
organisation, it will deal with en 
reasonable width and thicknes- 


ing of your 
opes of any 


Hand or power operated. Relial performance. 


We will be happy to demonstrate in) 


ae SEALING \IACHINE 


®...: Coin Counting Machine Co. Lt indra Road, 


Enfield, Middlesex. Telephone : How Oo 
(fe)... of letter-opening, envelope-sealing, comm and toker ling machines 


ur offi ec the 


ENVELOPE 
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DIRECT MAIL ADVERTISING 


Seven basic pointers for 


catalogue designers 


and execution of sales 
Here he traces, by 


for anyone engaged 
production. 


HE term “catalogue” in 

practice 1s stretched to em- 
brace many things—from the 
straightforward direct mai! job 
to the flamboyant creation 
that one feels should only be 
handled with gloves. 

But there are certain general 
principles that can be usefully 
applied at both extremes and 
to everything in between 

First of all it is desirable 
as far as possible, that design and 
supervision of production should 

the responsibility of one 
individual. That person must 
absorb every little bit of re‘evant 
help that can be given by the 
market research men, by the sales 
managers, sales represent. ves, 
wholesalers and retailers 

Throughout these prelim nary 
investigations it is a good ilea to 
“talk with a pencil.” By scans 
of quick sketches it is possi>'e to 
make relevant notes mo in- 
formative and to exchange deas 
with the client by showing im a 
picture of what you unde stand 
him to mean, or of an ide. you 
want to submit for his reac on 


Trial and error 
and midnight oil 


The next stage is the per 
trial and error and midnig! 
distrust of the “bright idea 
it has been slept on and 
tance to the temptation to 
the client anything until « 
thing is “right.” 

Busy executives — able 
whose particular talents lic 
different direction from yo 
cannot be expected to visu 
from a conglomeration of 
and pieces, with the explan 
that “This, Sir, will be red 
this will be green, and cor 
will go here and B there.” 
design should be put before | 
so as to leave no doubt a 
what they are going to get 


F. C. EYLES, 


of Frank C. Eyles & Co., devotes a 
great deal of his time to the planning 
literature. 
reference to an 
actual example, the steps involved 
in the production of a catalogue. He 
also draws some general conclusions 
which, he says, are basis pointers 
in catalogue 


other words, back your own 
judgment with a fully finished 
rough—even to the extent of 
having some of the copy type-set 
in position. 


Getting down 
to cases 


But let us get down to cases. 
Being confronted with large 
crates of small goods, plus masses 
of descriptions and prices, to pro- 
duce a catalogue of them is an 
exacting task. To give an idea 
of what is involved, I have 
chosen as an example the Boots 
Export Catalogue which I 
planned and produced. Such 
productions—where a lot of small 
items have to be included, with 
descriptions and prices nearby— 
is much more difficult to plan 
effectively than some of the more 
de luxe types of catalogues, where 
a few bold illustrations are more 
to the point. 

One of the problems was that 
although a hard selling catalogue 
it needed some “flair” to lift it 
out of the ordinary, and thus 
appeal to foreign recipients. 
Another stipulation was that it 
should be designed to stand up 
to a lot of usage. 

The first thing to do was to 
open the packing cases and sort 
out the innumerable goods and 
link them up with the respective 
text matter. Having done this 
the next step was to decide on a 
format that would meet with the 
stated requirements, and come 
within reasonable price limits. 
This was the most difficult part 
of the job, because there were so 
many approaches to the problem 
from the graphic point of view, 
and various angles had to be 
tried out till what I considered 
the right one was found. 

The next step was to choose 
the most suitable size, work out 
the number of pages necessary to 
cover all the goods and text 
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1952 


meLores 


matter. decide whether to use 
a board cover or not, the number 
of colours to be used, the kind 
of paper best suited to the job, 
and the type of illustration, plus 
an attractive cover design, end 
papers—if any—title pages and 
general lead in. 

Although the first visual was 
rough, it took quite a long time 
to produce, but once completed 
it was—as it were—a blue print 
upon which every subsequent 
stage of the job depended. 

Production of a well finished 
rough colour sketch dummy, fit 
to put before the client, was the 
next stage. It is worth making 
the “rough” dummy as finished 
as possible—so that “rough” be- 
comes almost a contradiction of 
terms--and generally I get at 
least the cover, and the first few 
“lead in” pages completed, even 
to the extent of getting the text 
set up in the chosen type faces. 
For instance, in the case of this 
catalogue, photographs were 
taken of some of the goods, sepia 

rints made to size, and the 
ackgrounds stained in_ the 
second colour blue, indicating how 
this would show the goods up 
to the best advantage. The cover 
had a plate sinking and even this 
was shown on the dummy, which 
was bound in the plastoic style 
visualised on the blue-print, so 
that at first glance it looked like 
the finished job. 


Estimating 
total cost 


After estimating the tota) cost 
of photography, art-work, blocks 
and printing on the kind of paper 
by the process advised, and the 
special binding, the well finished 
dummy and the estimate were 
submitted to the client. 

As to the actual mechanics of 
the finished ptoduction, there is 
little to add except to say that 
when giving a time schedule to 
clients, it is advisable to allow 
extra time above that given by 
the various suppliers. 

The accompanying illustration 
shows a double spread in the 
catalogue referred to. Contrast 


"* 088° 


A spread from the Boots 

export catalogue with a 

smaller page interleaved for 
extra type matter. 
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SAMUEL JONES 


&CO.LTD. 


53,VICTORIA ST. SW 


| 87/93 LAMBS CONDUIT ST., W.C.! 


| 


| circulars etc. by men under efficient | 


Directors : 
P. Millward, F. Halis 


House to House distribution of | 


“supervision. Envelope Addressing, 
| Folding, Enclosing, etc. Sandwich 


Boardmen. Street Paper selling. 


ADVERTISER'S WEEKLY 


‘*The great thing 
about this small 
machine is the sense 
of having all your 
routine printing 


Whilst the average office sanded your own 


is normally provided 
with some means of control.” 
duplicating, much of 
the equipment is restricted to the reproduction of simpl¢ 
typewritten matter on duplicating papers. Anything more 
ambitious such as photographically illustrated brochure¢ 
or colour work is usually considered beyond the scope of 
office equipment. ‘ 
Yet the Rotaprint, a very simple machine, is so versatile 
that almost any print job in the office comes within its 
scope, whether it be simple typescript, phongreyaes 
drawings, or ruled forms. 

The great thing about Rotaprint is the sense of having all) 
your routine printing under your own control. All jobs” 
are on easily filed, thin, flexible plates ready to run off} 
copies at a moment's notice, whether the quantity be 50,7 
500, 5,000 or more. The convenience alone is outstanding. 7 
With this small British-built Rotaprint it is possible to7 
change over in a few minutes from the printing of a long” 
typewritten report to an illustrated pamphlet or an even? 
more elaborate job in colour, on all kinds of paper. 


KAYE’S 


chp PMA 


ole, 


LONDON, N.W.9 


HONEYPOT LANE, 


The full name—KAYE'S Rotaprint Ltd., is important, for 
it is a guarantee that you are dealing with a genuine 
all-British organisation of 25 years’ standing, having the 
technical qualifications and manufacturing resources 
necessary to provide consistent long term service. 


perc on nnn - 


VOUCHER 


For the fullest information about 
Rotaprint, merely pin this 
voucher to your letterheading 
and post to Kaye's Rotaprint Led . 
Honeypot Lane, London, N.W.9 


| 
! Please send without obligation, | 
! full particulars of the all-British | 
| Rotaprint with a free portfolio 1 
! of specimen work to the address 

‘ 1 
) | 
- 1 


given on the attached business 
letterheading. 


| 
| 
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the 


Sirs 


About the beginning of this year we purchased a 1350T 
jestetner and at the time there was ne doubt whether 
the expenditure of over £50 on such a machine uld be 


istified ina shop like ours 


We use ! y primarily for circul 
tise our own ¢ is and to pay off thx t 
we would have t increase our turnover by 
we ild even hold our own we felt it w 
tory in these times with money getting 

mth. I am very happy to be able tote! 

wveredthecost of themachineinthefir 

he first two months showed an increa 

ud to make some allowance for increase 
great advantage in having the means to pu 

ar efficiently and quickly is wher net 

nto stock. Instead of the stock lying 

n the window we can tell our customers about it and can 
in a month get anything new started and provided the 
article is good the sales continue 

In addition to our own circulars we have helped t: 
start four new businesses. In eve! ise the response 
to our irculars was astoundingly quick and all four 
have been exceptionally busy fromthe first day 

Many of the travellers who call on us for order 
have enquired why orders have increased and when t 
have reported our methods to their chief We have ha 
many interesting talks about it and we alway ay that 
if acircular won't bring in results nothing will. Witt 
our Gestetner we feel that we have the power t react 


into the homes of the people in our district 
tir them up whenever we like 
Yours faithfully, 


J Skinner 


(sgd ) 
leat of a letter sent to us 
recently by one of our 
customers. 


Write to Gestetner Ltd., Aldwye! 
House, W122. for your free cop 
of ** Making the Post Pay.” 


THE WORLD’S LEADING 
DUPLICATOR SPECIALISTS 
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DIRECT MAIL 


i id 
te ce 
ul ucs 
Ul AUS 
pri i c 
sepia and blue, but a third « if 
effect was obtained by | N 
these iif pages in sepia i 
cream paper, which inci 
showed up well against the white 
j ised n the fu pauc I he 
vlastoic binding was wh 
to give a clean “medica { Z 
ind i special soft Diue NaS 
chosen for the same reaso I he 
| book was bound in heavy ird 
} covers nake it durabic I 
} xers dep Zz n n 
| of Boots’ works were draw n 
« free itline) man d 
printed in blue on tt 
irds wide the ov 4 
giving a Slick feelin ‘ 
pening the book 
Finally e¢ are a few basic 
winters 
1. Generally speaking, make 


iMustrations as bold as possible. 
2. Use the best quality photo- 


8 Questions: The right answers 
will cut print costs 


Printing, like nearly everything else, seems to be getting dearer 


every month, says a recent 
by Krisson Printing Ltd. The 


ISSUC 


We can't avoid these rising 
costs. What we can do to 
nake Sure every piece ol it 
is designed to do its job 
economically 

Nobody orders print fo 
fun Every printed sheet tor 
some purpose Yet how en 
do buyers (or printers) stop to 
think hard about how we! doc 
ts job? 

Before starting any ) 2 
we should ask 

What is it for? 

How is it to be used? 

Will it be handled = sc\eral 


tt CARDS STREAM Ep. 


onrene 
7 


von 


SILK SCREEN ARTS LS 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE F147-8 
HIGHEST GRADE 


CLEAN © SHARP 
CRAFTSMANSHIP 


SPEEDY SERWICE 
ess 


—————————— 


ADVERTISING 


BASIC POINTERS FOR CATALOGUES—continued 


journal continues 


OCTOBER 40 


graphs and drawings that the 
appropriation will allow, 


3. The size and proportions 
of the catalogue are important 

make it suitable for its pur- 
pose. A pocket sized booklet 
will often be kept, whereas an 
overlarge effort may not, 


4. Iry and get an unusual 
angle in the copy and layout, 
and do not let the former be 
taboured. But beware of being 
too unorthodox: the client is 
interested in selling his goods 

not in pioneering mew art 
forms. 


5. lime taken in producing 
an itemised layout for a type- 
setter to work to is well spent. 


6. Do not add colours merely 
for the sake of doing so. Often 
the limited use of a second 
colour can be very effective, 


7. Always aim to get an ' 
arresting cover design, but take ' 
care that the promise of the ; 
cover is fulfilled by what 
follows, and maintain quality 
of production throughout. 


of Krisson Comments, published 


times? Or thrown away after 
one reading? 

Has it to be filed—and if so, 
how? 

Whom will it go to? 

Why is it this size, this paper, 
this shape? 

Would other materials or 
dimensions be better? 

Can the same piece be used 
twice for different jobs? 

There ife 
When 
| have a 
print--and 
either 
run 


many other 


they 


ques 
are answered 
more effective 
probably a 
one in first cost 


the lor 
rom the io 


12 


ADVERTISING COSTS 
—— REDUCED —— 


TRANSFER BLOCKING FOILS 
PROTECTIVE GLAZING FILM | 
WATER SLIDE TRANSFER FILM. 
DISPLAY BOARDS ACETATES. | 
METAL STRUTS, PINS & RINGS 
GUILLOTINES BEVELLERS 
ELECTRIC FINISHING PRESSES 
BLOCKING TYPES & DIES 

HAND ENGRAVED BLOCKS P 
MASSEELEY SHOWCARD MACHINES | 


Guaranteed and rebuilt by 


— — 
HILL BROTHERS (service) LTD. 
Acton Works, Beaconsfield Road 
Acton Green, London, W.4 
Telephone Chiswick 2235 
OUR PRICES WILL SAVE YOU POUNDS 


its - \\ = 
7 - eT 
; Make the Post a | 
pay |) | 
a i | 
a a «6§ 
Way — © 
a 
y } Dear 7 a 
t ;_ s—S 
§ | 
ees YO : 
Ae : 
Galclie- mr | 
£Z) _— - | 
Mh 
" 7 SDAY-GLO”? printers 


Octoper 30, 1952 


LEGAL QUERIES ANSWERED 


W ho is 


responsible for 


mis-statements in ads? 


Q. My paper has been carrying 
advertisement it 
ow been ad that 
me of the statements in the 
idvertisement were not true 
Whar is my relationship with 
rs. and what is the position 

tw advertising agent 
A. In this question there afe 
so many different issues involved 
(nat it is not possible to do more 
than to hint at the legal compli- 
caloons. The position between 
the publisher and the readers who 
have been the victims of the mis- 
leadmme advertisement is not an 
casy one There ts no contract 
between them, but the publisher 
may be liable. in Common Law, 
either for decent or negligence 
lo be liable for deceit, he must 
have made the statements either 
with the knowledge of their 
falsity or recklessly. In the case 
review, the publisher did 
know that the statements 
misleading Supposing, 
r, that he was reckless, of 
even careless, that ts, did not care, 
or take the trouble to find out if 
the statements could do his 
readers an injury, is he liable? It 
is extremely doubtful if he is. 
Nevertheless, even if the law is 
not as clear as it may be. it is 
well-known that many publishers 
do, as a matter of honour, recom 
their readers who have 
from misleading adver 


mal order 


scovered 


pense 
suffered 
tisements 

The relationship 
publisher and an advertising 
agent is based on contract. Where 
the Standard Conditions for 
business operate. the advertising 
agent agrees to indemnify the 
newspaper in respect of all costs, 
damages or other charges falling 
upon the newspaper as the result 
of legal actions or threatened 
legal actions arising from the 
publication of the advertisement 
But apart from this, the publisher 
may be able to bring an action 
n tort on the ground of an ad- 
vertising agent's negligence 


between a 


Q. In a design for a cover of 
a periodical, | want to introduce, 
nm miniature form, a representa- 
tion of the cover of another 
periodical? Can I do this? 

A. Apart from legal considera- 
tions, if you intend to use other 
people's property then you ought 
to obtain permission. It 1s hardly 
likely that an action for “passing 
off could be brought with suc 

be considered 

e miniature an 

y made to inter 

trade 

intention 

may also be 

in action founded 
The law of copy- 
ight has been described as “a 
ght which enables one author 


to prevent the appropriation of 


on copyright 


his labours by another.” So apart 
from ethical considerations, 1 ts 
extrerrely dangerous, legally, to 
use another person's property 
without written permission 

Q. 1 occupy the ground floor 
of shop premises. The tenant of 
the first floor, immediately above 
me. has applied to the Local 
Planning Authority for permis- 
sion to display an illuminated 
advertising sien which will pro- 
ject over my forecourt. Can 1 
do anything to stop this 

A. You can bring an action 
against the first floor tenant, on 
the grounds that as the sign pro 
jects over your property, it con 
stitutes a trespass. It has been 
held that the tenant of a fore 
court ts the tenant of the space 
above and that anything project 
ing over this space is a trespass 


Readers are invited to send 
their legal problems, provided 
they relate to advertising, to the 
Editor, on the understanding that 
names, or details that could lead 
to identification, will be treated as 
strictly confidential. 
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COMMERCIAL AID PRINTING SERVICE 


Offer the complete 
Varityping Service 


@ Setting for Photo Litho 
@ Direct Plate Setting for Multilith and Rotaprint users. 
@ Lithographic Duplicating 
@ Photo Litho Printing 
Equipped to execute ai! stages of 


Varityper, Lithographic Printing 
and Duplicating, we are, however, 


prepored to undertake any phase 
of the process for firms with their 
own equipment. 
wv MUS 


9653 4103 


A FIRST QUALITY PRODUCTION WITH 


EDITORIAL AND NEWS TO MATCH 


EMMOTT & CO. LTD., KING STREET WEST MANCHESTER 3 
YONDON OFFICE: 21, BEDFORD STREET W.C. 2 


All queries will be ref: 
a barrister who s ises in 
advertising law. His replies will 
be forwarded at once by letter to 
correspondents concerned. 

No advice can be given on 
cases that have recently been 
before the courts, nor on cases 
likely to be the subject of early 
litigation, and neither the Editor 
nor our legal corr dent can 
undertake any liability for the 
opinions expressed. 

Each month, questions and 
answers of general interest will be 
published, but no names will be 
given. 


d to 


Q. A contract was entered into 
a billposting contractor an 
owner of a piece of land for 
display of an advertisement. 

Local Planning Authority 
refused consent and the land 
mwner is now pressing for the 
agreed rent. What is the con- 
tractors positton’ 

A. Presumably the contract 
was entered into before the Con 
trol of Advertisements Regula 
tions came into force, as it Is not 
likely that any poster contractor 
woulg enter into such an agree 
ment now without ascertaining 
the consent of the Local Planning 
Authority 

If wt becomes impossible to 
carry out a contract because of 
some change in the law, that is 
the end of the matter. Even if 
the contract were made recently 
and the two parties did not know 
of the existence of cither the 
Act. or the Regulations, the 
position would be the same 


“What's true in 
the test-tube is 
true in the vat...”’ 


That’s why every screntiri 
advertiser —- including every 
Agency and every live News- 
paper—-uses DIRECT MAIL ad- 
vertising. 

But unless you belong to 
the British Direct Mail Adver- 
tising Association, you are 
probably unaware of the full 
possibilities of this most “con- 
trollable,” most revealing and 
most personal of all forms of 
advertising. 

Drop a line to-day to the 
B.D.M.A.A., 53 Victoria Street, 
S.W.1, to see what it can do 
for you. 

This space in the A. W. was 
contributed by a member firm 


With an extensive coverage 
of prosperous industrial and 
agricultural areas of Beds, 
Herts and Bucks, the Home 
Counties Newspapers Group 
of eleven individual local 
newspapers is an obvious 
choice of the astute adver- 
tiser who seeks coverage, 
service and value 


HOME COUNTIES 
NEWSPAPERS GROUP 


aay ia 


S$ COL FLAT 
INCH RATE 
Represented in London by 
WILL KITCHEN, jr. LTD. 
13! Fleet Street, E.C.4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W Gilder 


G. F. KRUSE 
LTD. 


37 SPRING STREET w.2. 
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the expanding NORTH-EAST 


Expansion is the key-note to-day throughout prosperous North-East England. Population 
is rising: current census returns show an increase of over 100,000 for the Northern Region. 
Growing prosperity marks the varied industries of the Government-sponsored development 
area. Shipyards are fully employed, with healthy order books, and the coal-mining 
and agricultural areas of the hinter- 

land are thriving. Around Middles- 

brough the chemical industry 


is developing astonishingly. 
5 Retail sales reflect the up- or? 


ward surge, with a 50°, 


increase over the last four 

' years. The latest Board 150 
of Trade indices prove — 100 Ws 125 138 
: the North-East one of the 
busiest buying areas of the 

| 1947 1948 1949 1950 1951 


country. The accompany - 


ing diagram i ites Board of Trade index of RETAIL SALES Northern Region 


a first rate market ..... Cover it 


through these newspapers printed in 
NEWCASTLE & MIDDLESBROUGH 


Newcastle Journal Evening Gazette 
Evening Chronicle North-Eastern 

The Sunday Sun Weekly News 
Weekly Chronicle The Cleveland Standard 


PR Ne tet 


KEMSLEY NEWSPAPERS 
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Full pressure 


factories 


HE Northern Counties 

traditionally draw their 
strength from the coalmines 
and shipyards of the north-east 
coast. Both have stimulated 
the growth of heavy engineer- 
ing and now the combined in- 
dustries employ one-third of 
all the male workers in the 
region. 

In the early part of this year, 
right up until mid-summer in 
fact, employment in engineering 
and shipbuilding seemed to be 
threatened by a shortage of steel. 
Now the steel position shows 
heartening signs of improvement, 
though the winds of trouble have 
started blowing from another, 
and not unexpected, quarter: The 
Confederation of Shipbuilding 
and Engineering Unions is clash- 
ing with employers over the 
demand for a substantial increase 
in wages. 

Shipping is an industry that 
can come to a virtual standstill 
_ when trade is bad. It is perhaps 
the key industry to examine if 
one is to estimate the industrial, 
and hence the marketing, poten- 
tiality of this region over the next 
few years. Coal and engineering 
must almost inevitably flourish 
under the triple impetus of 
domestic, defence and export 
needs. But it is always possible 
for the world to make do with 
old ships, 

Two years ago the freight 
charges for tramp shipping 
climbed so steeply that by the 
second quarter of 1951 they 
stood at three times what they 
were in mid-1950. While the 
pickings in trade were so rich, 
old ships were kept afloat that 
should in all conscience have 
gone to the breakers’ yards. One 
result was a desperate shortage 
of scrap metal for turning into 
steel! for new ships. Now freight 
charges have fallen again almost 
to their 1950 level and old tramp 
ships are finding their way to the 
scrapyards. Freight charges have 
fallen because of a decline in 
trade, bringing the fear that a 
further decline may cut the 
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in shipyards, mines and 


justifies ‘rosy view’ of future 


By STANLEY OREANU, 


of Research Services Ltd. 


Shipbuilding} activity, says Stanley Oreanu, is a fair 
guide to the prosperity of this area (coal and engineer- 


ing must inevitably flourish under the triple 


impetus 


of domestic, defence and export needs). The yards’ 

order books are full, and even steel seems to be more 

abundant. Wages trouble is the only big fly in the 
ointment. 


demand for new ships. The 
lance between too much freight 

and too little is clearly very 
licate. 

There is a bright side to the 
picture too. As yet there has 
been no recession in shipbuilding 
and order books are full. These 
are the facts of the situation as 
it is at present. The future, even 
if it cannot be left to look after 
itself, is so much in the hands 
of political and economic circum- 
stances, that a rosy view of 
things is as sensible as any other, 


Employment 
remains high 


Looking at the industry of the 
north-east as a whole, the rosy 
view seems justified both by the 
statistics of employment, which 
remains high, and by the many 
individual items of news pointing 
the way to greater production 
and use of natural resources. 
From the Durham _ coalfield 
comes the announcement of a 
new £21 million plan for the car- 
bonisation of coal, to be com- 
pleted by 1958 and intended to 
serve the pressing needs of the 
stee| industry. Also in the coal- 
fields, to the north of Newcastle, 
work is in progress on the 
Havannah Drift Mine Project. 
Initiated to exploit 11 million 
tons of proved coal resources, 
this mine is expected to set new 
standards of efficiency and of 
pleasant design in “garden city” 
surroundings. Tees-side, where 
the components of the great 
Sydney harbour bridge were 
built, has recently gained a con- 


tract for a bridge (to cost £44 
million) across Auckland harbour 
in New Zealand. This is believed 
to be the largest structural engin- 
eering contract placed in Britain 
since the 1930's. 

Industry in the Northern 
Counties has been in the past 
essentially a man's world. 
Mining, heavy engineering and 
shipbuilding found little or no 
employment for women. In the 
days not so long ago when the 
average middle-class family kept 
a maid, it was the usual thing for 
irls from the north-east, the 

rham mining area in particu- 
lar, to come south and take a job 
“jn service” during the years 
between school and marriage. 
Many factors have combined to 
kill that custom, not the least 
being the humbled state of the 
middle-classes. At the same time 
more light work has become 
available in the north and many 
branches of engineering have 
opened their doors to women. 
The legacy of the past is gradu- 
ally dwindling. To-day 25 per 
cent of workers in the Northern 
Counties are women, compared 
with a national average of 31 per 
cent. 

The range of occupations 
which women, and indeed 
workers of both sexes, have to 
choose from varies greatly in 
different parts of the region. On 
Tyneside the towns draw their 
life from engineering, and ship 
building. But there is also a 
complex of lesser industries, the 
vital sinews of a great conurba- 
tion. Newcastle, the capital of 
Tyneside, is to a great extent the 


capita] of the whole North East » 
coast. Consequently it offers a® 
good deal of employment in busi- 7 
ness and public administration, 
the distributive trades and a 
sonal services. 

Sunderland, on the coast a few 
miles south of Tyneside, repeats > 
the same pattern of engineering > 
and shipbuilding as the dominant 7 
industries. The difference is that 9 
it has to stand on its own two el 
feet in a way the towns of Tyne- 7 
side, like Gateshead and South 7 
Shields, do not. It contrives to 7 
stand on them remarkably well, 
considering that it lacks the sup- 
port given by membership of a 
large conurbation. The same 
may be said of the Hartlepools, 


Chemicals 

coming up 

Further south, on the Durham- 
Yorkshire border, is the other © 
great industrial river valley, Tees- 
side. Here again there is a heavy 7 
concentration of engineering and 
shipbuilding, though the greatest 
single source of employment is J 
the iron and steel industry. In- | 

» a anyone in Middies- 

brough will tell you, Tees-side is 
Britain's biggest iron and steel 
centre. Between the wars the 
chemical industry achieved much 
importance in this area through 
the growth of the LC.1. works at 
Billingham, which now employs 
15,000 workers. When the vast 
new LC.1, factory at Wilton is 
completed, chemicals may over- 
take iron and steel as the chief 
industry of Tees-side. 
ticularly gratifying 
chemical industry is one of those 
that provide a good dea! of 
employment for women 

In the Durham hinterland one 
industry, coal, dominates the life 
and the landscape. In the past 
up to 70 per cent of all employ 
ment was in coalmining, which 
left hardly more than a skeleton 
force for all the essential services 
from building to teaching. Under 
pressure of the war and the deci- 
sion to make the north-east a 
Development Area, women have 
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MARKET SURVEY OF THE NORTHERN COUNTIES 


moved from domestic work to 
factones and men to the factories 
frotn exhausted pits. The total 
employed jn mining throughout 
the Development Area has fallen 
by 20,000 to about 160,000 since 
1939, while the number engaged 
in the manufacturing industries 
has risen by three times as much 
to nearly 320,000, One of the 
best examples of the new trend 
is the trading estate at Aycliffe in 
south-west Durham. In what are 
largely converted war factories it 
alread employs 3,000 people. 
Aye itfe to which most of the 
workers are now brought by bus, 
is scheduled as a new town with 
an estimated population of 
10,000 

So far we have focussed en- 
tirely on the north-east. On the 
other side of the Pennines, some- 
tomes forgotten behind the barrier 
of the Lake District mountains 
but very much alive, is the in- 
dustrial area of the West Cum- 
berland coast. Once there was a 
great variety of mining in this 
area. In the south, ringing the 
Furness peninsula, were many 
rich iron mines, but now only 
six or seven large ones in the 
Egremont district continue to 
function. Lead, copper and zine 
workings too are exhausted or 
have become uneconomic. 
Amongst all this spent effort coal 
is a lusty survivor 

The main coalmining areas are 
round Whitehaven, Workington 


and Maryp in the north. In 
places thx oalworkings stretch 
out far und the sea, and the 
inrush of waters has often 
brought trazedy along this coast 
Yet these ling towns have 
tong surv not only disaster 
but also | iolation from the 


rest of th« uuntry that would 
surely ha killed any new 
growth ir « first big wave of 


depression. What helps them to 
survive is they are not faced 
with the problem of transporting 
coal ove 1g distances. There 


is a ready market at hand in the 
steel furnaces at Barrow and at 
other places along the coast, in- 
cluding the mining towns them- 


selves. Even so it has been neces 
sary to he!» West Cumberland by 
making i: a Development Area 
This has led to a marked change 
in the pattern of industrial life, 
on a much smaller scale, of 
course, than in the north-east. 


Since 1939 the number engaged 
in all kinds of mining has fallen 
from 11,000 to 8,000, whi « the 
number of workers in manufac- 
turing industries has risen from 
8,000, while the numb of 
workers in manufacturing indus- 
tries has risen from 8() to 
about 18,000. New factories have 
been built at many points from 
Millom to the Scottish border 
Since the last survey of this 
region the store of our statistics 
has been enriched by the publica- 
tion of more 1951 Census results 
in the form of the One Per Cent 
Sample tables. By drawing 4 
sample of some 480,000 people 
from the total population—a 
sample nearly 50 times the size of 
that used in the largest social 
surveys—it has been possible to 
publish accurate results far 
sooner than ever before. One of 
the most interesting new tabula- 
tions from the marketing point 
of view is the classification of the 
population by social class 
Social grading has, of course 


1—-SOCIAL CLASS DISTRIBUTION OF MALES 
(occupied and 


retired) 


Social class 


Area 


Great Britair 
Northern Region 


l 

! 
Tyneside con Be 
Cumberland i" 
Durham ; I 
Northumberland 159 5 
Westmorland 23 sl 


Wm lv t Total 
ot i6 i] ” 
v2 20 4 ”) 
Mw j he | 6 00 
‘7 1s 15 ” 
uw 25 4 »” 
‘ a ~ ” 
42 is | 9 ” 
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been familiar to market research 
for a good many years, based 
either on occupation or income 
or a combination of both. The 
social grades used in the Census 
report are based on occupation. 
As occupations do not automatic- 
ally group themselves into grades 
this form of grading is in fact 
based on opinion. It might be 
called a commonsense grading 
and few will quarrel with its 
major provisions. There are 5 
grades, of which a thumbnail 
sketch would be: 

Grade |—the professions and 
the upper ranks of the business 
world. 

Grade li—the bulk of the 
middle class. 

Grade 111—black-coated and 
skilled manual workers. 

Grade 1V—semi-skilled 
workers. 

Grade V—unskilled workers. 

The grading is one of prestige, 
which often, though not always, 
goes with income, It is therefore 
a better guide to spending habits 
than to spending power. 

We show in Table I the distri- 
bution of social grades in our 
region by comparison with that 
in Great Britain as a whole. 
Separate figures are given for the 
Tyneside conurbation and the 
counties that make up the region. 
(Since Grade I is small, Grades 
1 and Il have been grouped 
together.) What may strike one 
first is that throughout the 
Northern Counties, with the ex- 
ception of Westmorland and 
Cumberland, the proportion of 
people in the two top grades is 
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lower than the nationa| average 
(The number of people in com- 
fortable circumstances making 
their homes in Westmorland and 
Cumberland grows yearly.) How- 
ever, this is no more than a re- 
flection of the very heavy con- 
centration of middle-class people 
in London and the south-east, 
which pulls down the majority of 
regions “below average.” A more 
significant index to the economic 
health of a region is the number 
of workers who fall into Grade 
V. the ranks of the unskilled and 
for the most part poorly paid 
workers, living not far above the 
subsistence level. On this count 
We see that the Northern Coun- 
ties are no worse off than the rest 
of the country. 

This social grading has been 
calculated for small as well as 
large areas, down to total popu- 
lations of about $0,000. This 
adds greatly to its usefulness 
Local variations are brought 
into the picture and a basis laid 
for marketing comparisons of all! 
large and fair-sized towns In 
Table II we show the social! class 
distribution for all the towns in 
our region listed in the One Per 
Cent Sample tables, i.e. all those 
above the 50,000 mark. Various 
comparisons will suggest them- 
selves to the reader, according to 
the towns in which he is in 
terested. 

To firms that deal in fixtures 
and furnishings and the many 
other commodities bought for 
household rather than individual 
use the lack of accurate statistics 
on households is often an embar- 
rassment. It was impossible to 
rely on the 1931 Census figures, 
even as a basis for rough calcu- 
lation, after the slum clearances 
of the 1930's, the war and post- 
war housing programmes had al! 
left their mark. In the past few 
years we have had to make do 
with estimates. The publication 
of facts about households in the 
One Per Cent Sample tables is 
therefore most welcome 


The first things to be noted are 
the number of households in the 
region and the number of people 
who live in them There are 
898,000 households in the 
Northern Region and an average 
of 3:37 persons per household 
The comparable figure for 
England and Wales® is 3-19. So 
we see that northern households 
tend to be somewhat larger than 
those in any other region. Com 
parative figures for the Northern 
Counties and the country as a 
whole are given in Table III 

Households have become less 
crowded as well as smaller. In 
1931, 17 per cent of the people in 
the Northern Counties were living 
more than 2 to a room, a figure 
that may be taken as an index of 
overcrowding. By 1951 the pro- 
portion had dropped to under § 
per cent. Overcrowding is still 
more of a problem here than in 
the rest of the country. but the 
position shows a remarkable im- 


provement. (Table IIL) 
The Census also provides in- 
formation about household 


amenities. It does not, unfortun- 
ately, go into great detail, but it 
does cover the basic essentials, 
enabling some useful comparisons 
to be made. There is little sign 
of the Northern Counties unduly 
lacking amenities of this kind. 
Compared with the rest of the 
country, the number of house- 
holds with both water closets and 
fixed baths is slightly above par 
and the number having both a 
stove and a sink slightly below 
Figures are given in Table IV 

The various figures we have 
quoted from the Census all point 
to one conclusion, namely that 
while in the past the Northern 
Counties were under the blight of 
poverty they have made an excel- 
lent recovery 


* Scotland has been omitted from this 
and other reckonings, as the housing 
Position there is quite different trom any- 
where else in Great Britain 


Il—SOCIAL CLASS ype TION OF MALES 
retired) 


(occupied and 
| Total 
males Socsal class 
aged 15 
and over all ui lv t Total 
Area 000" s 
Carlisle 25 13 56 4 17 100 
Darlington 20 12 59 il 100 
Gateshead 40 ” 5S 19 17 100 
Middlesbrough It 18 a4 iv u4 100 
Newcastle-on-Tyne 101 15 of i7 1 100 
South Shields 44 1 57 17 15 100 
Stockton-on-Tees 26 1S 40 iz 2 100 
Sunderland 61 12 5 i4 15 100 
West Hartlepool } 25 13 50 i4 2 100 


Ill SIZE AND DENSITY OF HOUSEHOLDS 


Percentage of persons 


Pe sons per Persons diving more than 
household fer room 2 per room 
Area 1851 1931 1951 1931 1951 1931 
England & Wales $19 $72 0-73 0-88 216 6% 
Northern Region +37 3-07 Oss 102 454 16-90 
IV--HOUSEHOLD AMENITIES 
Households without exclustve use of 
Water closet Fixed bath Both stove and sink 
Area of total of total of total 
England and Wales 21 45 ‘4 
Northern Region 19 5 17 
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a campaign from 
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Sunderland 


was also selected for the 
first campaign for 
Herring Week 


THE 
SUNDERLAND ECHO 


is the obvious choice for test 
campaigns. |No advertising 


schedule is complete without 
County Durham’s popular 


evening paper. 
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AN agency which sets out to 
handle only trade and 
| technical products must expect 
| to find among industria! adver- 

tisers many young firms with 
| small appropriations Not 
often, however, is an agency 
approached by a prospective 
client whose company has not 
even been formed and whose 
product is still at the proto- 
type stage. 

This was the situation when 
Mrs. Sadler and A, G. Heron 
first approached Doig Advertis- 
ing Ltd., Newcastle. Testing of 
the prototype of a new clecirical 


4 | heater unit designed to release 
: | solidified chemicals from the steel 
; drum which was their normal 
; bk. ALLEN-COOPER & CO. LTD. BH ~ —~ cqeeceaiies cmmdoaa 
: Advertising and Marketing | ee a j 
Newenstle Giiee: 16 Windeor Road. Moni The unit was intended for use 
Tel Whitley Bay 24114 by manufacturers of paints, 
Head Office: Araete Hous a —e Baron varnishes, soaps, oils, greases and 
Preston ones 16 ag B., Preston. Tel.: Preston S616 | — products : These firms 
| buy their raw materials (wax, 
petroleum jelly, palm kerne| oil, 
etc.) in bulk. Delivery is in steel 
drums, usually of 45 gallon size, 
or thereabouts, Difficulty arises 
because these materials solidify 
| after they are put into the drums 
|} and the task of removing the 
contents from the drums is 
7 


ind empty a drum within a few 


: formidable 
ee - Mr. Heron's unit would heat 


minutes, dry the drum clean after 
washing and would Work con 
tinuously The initial cost was 


expected to be less than f that 
f any other method, w run 
ung and = maintenanc costs 
negligible 

This was the proposition which 
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First let us discuss your sales campaign 


Good Advertising | MARKET SURVEY 0} THE NORTHERN COUNTIES 


is no overhead | Selling the products of a 
new northern enterprise 


was brought to Doig Advertising 
at the beginning of the year 

The product sounded like a 
good thing, something new with 
tangible advantages over estab- 
lished methods. But therein lay 
one of the snags. The agency 
felt that it would not be sufficient 
to announce such a revolutionary 
device and expect hard-headed 
technicians and chemists to stam- 
pede to buy. It was decided at 


Poe UM uu Mn a 


The rapid rise of the Northern 
Counties from the depression of 


the registration 

enterprises, This is the story of 

the launching of one of these 

and of the advertising campaign 
to launch its product. 


the outset that the campaign 
should be based upon expectation 
of a strong scepticism 
Discussions followed between 
agency and client to settle details 
of the new company’s formation 
and its tithk--Heron Heating 
Devices Ltda general term to 
cover other applications of the 
principle. The organisation for 
the sales and administration of 
the business were discussed, the 
question of costs examined, and 
the eventual selling price fixed 
The client announced his esti- 
mated production and soon things 
were under way The agency 
also suggested a colour scheme 
for the finish of the heater. Con 
current with the formation of 
the company, the agency designed 
a nameplate for the range of 
stationery to ensure a family re 
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The fastest and cheapest 
method of emptying and drying out drums 
The HERON DRUM HEATER 


The WERON Dru Heater Costs appres fie - ae 


Pores aecessory / 


1 spread from the leaflet that was sent to all inquirers 


semblance throughout the range 
of printed material 

On the question of representa- 
tion it was agreed that for the 
initial production quota ex 
pected to last for between one 
and two years—-it would not be 
necessary to appoint sales agents 
in various parts of the country, 
but that this was a step to be 
taken once sales achieved 
sufficient volume The same 
applied to export business to 
which no special attention was 
to be given during the early days 

It was expected that the pub 
licity would have to overcome a 
lot of scepticism. In order to 
launch the product and to put 
the story across in a manner 
likely to inspire confidence in the 
technically-minded prospect, it 
was decided to enlist the aid of 
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37 MILL LANE, LONDON, N.W.6 
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the editorial columns of a section 
of the technical press. The new 
heater had news value and jt was 
appreciated that technical editors 
would welcome information. The 
prototype heater had been in- 
stalled in a Tyneside oil works 
and this installation was photo 
graphed, the story written up and 
the information released to about 
40 suitable journals, almost al! 
of which published the story. Re- 
prints of the editorial were later 
used in direct mail 

Alongside the press release, 
some full and half-page spaces 
were taken in certain technical 
journals announcing the arrival 
of the Heron drum heater. The 
illustration used was the same as 
that in the press release in order 
to take advantage of the cumula- 
tive effect of its appearance 
Copy was direct, packed with 
facts in an effort to answer the 
questions which might arise in 
the prospects mind, with 
examples given which varied 
from one journal to another 
according to the industries 
covered The price was men- 
tloned in every advertisement, 
unusual in technical advertising, 
but considered to be a valuable 
sales point in this case 

A simple 4-page leaflet was 
prepared telling the whole story 
ibout the equipment and, like the 
advertisements, it was packed with 
facts and a check list of technical 
points. This leaflet was sent off 
iN response to each inquiry and 
a demonstration of the heater was 
offered on the prospect's own 
premises 

And what of the results, by 
which any campaign must stand 
or fall? Bearing in mind that 
the appropriation was small, they 
were quite remarkable. The pro- 
duct was launched in March of 
this year and the first production 
quota was exceeded within six 
months. A steady stream of in 
quiries is coming in from all 
over the country and overseas 

Arrangements are in hand for 
the appointment of sales agents 


in 
Canada is shortly to begin 
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Front page for | 
tea = publicity | 


accidents helped a 
: nised by Dublin Tea 
Hu v narkabl pub- 


‘ d to deliver 

magne ) { i to the 
Mar ni yh for distri | 
" Dp Crowds assem- | 

} ng i , many 

d h how becaus the 


f ud Shannon Airport 
mhiocd warning ) al 
proaching 


Ady sing agen for the Tea 
Bureau af O' Kennedy - Brindley 
tid... Dublin 


Editors will greet 


world journalists 


Next May, when journalists from 
sl) over the world will be gathering 
n London to wer the Coronathon 
festivities, British eduors are to be 
hosts o th second General | 
Assembly of the laternational Press | 
Institute 

The Assembly s to meet at | 
Church House, Westminster, from 
May 13 to May 1° 

th British committee of the 
International Press Institute, which 
will undertak nost of the arrange 
ments has recently been strength- 
ned by the election of H. V. 


Hodson, editor of the Sunday Times 
who will represent Kemsley News 
papers Lid. Other editors who are 
now members of the committee mm 
clude the chairman, Guy Schofield 
(Daily Mail), W. L. Andrews (York 
shire Post), R. J. Cruikshank (News 
Chronicle) Vaughan Re — 
(Birmingham Post) A. P. Wads- 
worth (Manchester Guardian) and 
Murray Watson (The Scotsman). 
Michael Curtis. assistant to the 
ditor of the News Chronicle, has 
been appoimted ipporteur of the 


oMmmillec 


Photography in 
house organs 


| 
The importance of the right kind | 
of photograph for a particular kind 
of job was expressed by Walter 
Nurnberg, industrial photographer 
when he ddressed a lunchtime 
meeting of the British Association 
of Industrial Editors 
The house magazine editor should 
co-operate o the full with his 
photographer, he said, giving him 


full information as to 
the hotograph was necded 
‘ | 


om net only ’ t photo 
graph but th 1 wh “ ‘ 
me copy and th 

We are n uh le 
vant information available f yur 
house journals and ady seme nts 
bul we are iting pegs on which 
the beholder has to hang his own 


assessmemt of ideas.’ 
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= Ss Blocks & Dies —. business 

z icKing u 
1es8 ees BRASS BLOCKS & DIES P & up 


There are signs of improvement 


== = Brass blocks for Forl blocking on n the demand for paper. Con 
= — ——— card or plastics. Bronze cutters verters—makers of boxes, car- 
for cut-outs. Cutter crush dies for ons, fibreboard cases and the 
showcards, etc. Steel diesfor metal ke—are getting more orders, a 


Photographers — a ay ET considerable impression has been 


made on accumulated stocks, and 
with the improvement in impor- 
tant consuming trades, like tex- 


yer a tiles, there is a more hopeful tone 
AC.KWARE service includes Packing in paper circles than for some 
an extensive library of Colour time 

and Monochrome pictures 


Price still represents a big 
question mark. Few people are 


display 


onde really convinced that rock-bottom 

ACK WARE ( *Acaipeacs) LTD. FOR CIAL has yet been reached and only in 

| tt 284 Basinghall St. London. £.C.2 5 noe a few qualities have paper mills 
e ering anaes x ined { been able to indicate that prices 


The Archaging Spoocaliels | will be unchanged until the end 
Tis iro. + 


Established 1684 + of the year. Incidentally, mechani- 
Cut-out relief lettering, | 40,000 HORTICULTURAL JOWNS, SON anon. 2 cal printings, used for many peri- 


ready gummed, |2 types, 3/16°-8" 2-4 EPWORTH ST odicals, are one of these few 
LONDON INDUSTRIAL ART LTDO| PHOTOGRAPHS momares 18 grades 

33 Jubilee Place, S.W.3. Tel. FLA 6816 oe OF ALL TYPES The result is that buyers’ 7 
oom oer. 3 All Saints Rood, W.1! for ALL PURPOSES policy is cautious and paper mer : 

. REGINALD A. MALBY & ce. chants, whose stocks are believed 

—— Retains tet, a ie DESPATCHING now to he low, ane coverine flee 

“_ 9036 SHOWCARDS? only near future requirements 

Provided the present trend is 


maintained, most paper producers 


PHOTOGRAPHIC We pack and despatch will welcome the steady return 


Showcards—Displays, etc to busier conditions, rather than 


Y Animated Displays 


Any Shape. S$ ‘ an abrupt reversal which might 
SCREENASCOPE PRINTS Oe ke au | | again lead to. the extended 
ANDO THE ILLUMINATED y | delivery dates which were a 
MIRROR SIGN Any Size—Any Quantity cost and with the utmost source of embarrassment in the 
- speed. Write or phone 1950-51 boom 
CRANE AUTOMATIC CO. LTD. Write or Phone 
Makers of Advertising Devices E. CHRISTIAN & CO. LTD. | | ‘od f d 
Hong Kone, Warts, Exhibivon Grounds PHOTOWORK LTD. 63 St. Paul’s Road, WI | Code of standards 
ano CAN 2461 for witch doctors 


LILYWHITE LTD. ’ Witch doctors—a_ well-organised 


: body with their own “medical coun- 
. > *. 
Commercial Artists 73 Baker Street, London, W.! Silk Screen Materials ok ~s He oom, forbidden by the 
aut rican sovernment to a 
Tel. Welbeck 09389 vertise their magical remedics, in- 
cluding mixtures with human in- 


gredients 
COLOUR PHOTOGRAPHY] | SUK 2nd | INA motice under the Native Admip 


SCREEN | istration Act puts a penalty of £50 & 
COLOUR TRANSPARENCIES Pert -¥4 Hr 


1 offe 
COLOU R PRINTS PRINTERS ey r- ™ 


COLOUR SEPARATION SETS 


covers medicines con- 


taining, or alleged to contain, im- 
PULITZER STUDIOS SUPPLIES gredients from the body or entrails 
KIRKSTUDIO LTD. 24 HOLBORN E C 5 KENSINGTON HIGH ST., LONDON, W.8 of human beings, insects, reptiles 


Western 2647 & 9592 | and supernatural, legendary, and 


EORG . 
G EK HALL'S | mythical beings. The advertise- 
of course! | ment of substances alleged to be 


| capable of procuring wealth or suc- 


GEORGE HALL (Sales) LTD cess in any undertaking or produc- 


TUDOR eon In. 


ing immunity from “hostile agencies, 

representing 111 Wellington Road, South, supernatural powers, witchcraft, or 
atufal diseases,” al 

FREE LANCE ARTISTS Stockport. Tel. STO 3375 a eee ee ee 


| FURNIVAL STREET, LONDON, E.C4 COMMERCIALLADVERTISING 
HOLborn 6841 CHAncery 3506 PHOTOGRAPHERS 


™ Direct Mail Printers show their 
. =f _ productivity methods 
Fr A Ss H i 0 N A stand designed to show how 
a \ A R ”y q ‘y T MATTACOL If it’s the printing industry has increased 
_ LADIES CHILDREN ade a F aperggent nA naahn be pee 


apes cuupnes | Hl DISPLAY PRINTS || | DIRECT MAIL SALES | | 32% possi So'sse {8 


ose 64 Woodh Lene * Lesds, 3 From postage cmamp co pester AtmeRE . | the features of the Northern Produc- 

eo | ; in single copies or quantities YOURE AFTER... tivity Exhibinon which opens to-day 

) ans ree (Thursday) in the Baths Hall, New- 

oe SCOTLAND Consult us pee 

A. NIMMO Everything from DIRECT MAIL Organised by the North Eastern 

i — yn (31 Wilton Screet, Glasgow, N.W. LISTINGS, specially compiled ¢ Young Master Printers Group the 

k amt . LONDON AREA your individual needs and covering stand has been devised by Henry D 

: the whol 4d let Davy, managing director, Doig Bros 
es PACKAGING —_ | ROBERT P. HYMERS LTD mindaaa "|| & Ce. Led. Monee 

; . ° 17 Clifford St.. Wl MAY fair 6768-9 Why net get dateits of eur services? Movable type has proved to be 

pes PHONE WOLBORN 02! NORTHERN AREA one of the greatest productivity ideas 

R. DIXON, 5 Hillingdon Ra, NORMAN S. GHOSH ORGANISATION and =the cant f ves = of 

M J \ Sahoo Stretford, Manchester (Dept. AW3), 26 Cumberland Street printing from the carbhiest ays in- 

t : pray SDANICSS we? Longford 2647 Stokes Croft, Bristol 2 cluding a page printed by Caxton 


in 1480 
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\OVERTISER'S 


WEPK"Y 


ROM 


| 


nists 


NOVE MBER 
KEARLEY LT 
REPRESENTA 
GEORGE 


STREET 


WELBECK 8% 


AND 
GRAPHIC ARTS Liv ¢ 
e 
TETTER LANE PLET - 


CENTRAL a3? 
Te ALTHOUGH RET 
THEIR SEPARATE EN 

KE WORKING | 


ASSOCTATION 


IN AID OF 


N.A.B.S. 


THE FLEET STREET PLAYERS 


(Founder and Director: Freder 


ANNUAL SHOW 
“WOU CANT TAKE 
iT WITH YOU~ 
A Play by Moss Hart and George S. Kaufman 
WILL BE PRESENTED A’ 
FORTUNE THEATRE 


MONDAY NOVEMBER 17 - TUESDAY NOVEMBER 18 


at 7 p.m. prompt 


THE 


ORCHESTRA STALLS 10 6.7 ¢ 
DRESS CIRCLE 10/6 
UPPER CIRCLE 5 -. 2¢ 


ALL SEATS RESERVED 


BOX OFFICE aevicrs, Siac: House 
Fleet Street, London, £.C.4. Telephone YTRAL 2412 


BUY TICKETS TODAY 
for yourselt and your staff 


Ocrorre % 


» 198? 


New Zealand agency's 
Diamond Jubilee 


Widespread congratulations are being received by J. p Ltd, the 
first general advertising azency in New Zealand, on the attainment 


of their diamond jubile< 


The agency was startc the 
late John lott, who beca nan 
ging agent in Welling for 
various leading papers other 
centres He was asked place 
advertising in other pub|ications 
received the consent of |)\s prin 
cipals, and started in the veneral 
advertising business in one- 
room office 

The present governing ector, 
J. M. A. lott, son of the founder 
joined the business in early 
vears and has continued ser- 
vice for over half a century 

The firm's first client. then a 
smal! business in Wellington. is 
still with them to-day—ii is now 
one of the leading conce: n its 
field and operates throughout 
New Zealand, Australia and the 
East. Other clients have placed 
their business with Llott’s for over 
SO years—and over a do have 
been serviced by the f for 
over 40 years. In addit to a 
large number of New /caland 
accounts, this firm handles the 
advertising in New Zealand of 
some $0 leading English firms 

After the first world war the 
iwwency set up fully equipped 
branch offices in Auckland, 

hristchurch and Dunedin—also 

| later, in Sydney and Melbourne 
The present governing director 


came to England in 1922 and was 


followed by two leading execu 
tives, L. H. Warner was sent to 
take over the London branch in 
1927. and is still the London man 
ager. During the years. he has 
been back to New Zealand and 
Australia to keep in touch with 
changed conditions— his ‘ast trip 
being made in 1947 
In 1915 the compa was 
formed into 
a lit d lia 
bilit com 
pany ind 
fre 1928 
onwards all 
lead exe 
cutis and 
bran Man 
ager have 
beco fin 
ancia n 
teresicd in 
the company 
17 e 
now sub 
L. H. Warren sta a 
share lers 
In addition to the g& ing 
director, two members ha been 
with the firm for over 3 cars 
while another 11 have z 
more than 21 years’ serv 
Executives from branct Fices 
on Auckland, Christchur ind 
Dunedin came to We or 
Head Office for a round « cia 
and business activities ir ding 
a cocktail party, at wh he 
staff presented the & , 
director with his portrait 
London branch cele! on 
were presided over M 
Warner Three young ‘New 


This portrait in oils by the well- 


known New Zealand painter 
Archibald Nicoll was presented 
to J. M. A. Hott by his staff to 
mark the firm's diamond jubilee 


Zealand employees who have 
been working in London agencies 
for experience, were also present, 
they are shortly returning to 
llott’s in Wellington. The agency 
keeps a close link with England 
and during the last three or four 
years has sent out some Six oF 
eight Englishmen, mainly on the 
art and copy side. to reinforce 
the 100-strong staff 12,000 miles 
away 


Chuckles in the 
classifieds 


Small advertisements contribute 
their quota of fun to This England 
1949-52, «a compendium from the 
well-known feature in the New 
Statesman & Nation, published by 


Turnstile Press (2s. 6d.) 
Selected by Audrey Hilton and 
illustrated by Anton. the collection 


ncludes such gems from the classi- 
fied advertisement columns as 
“Man to clean pig's feet: piece 
work™ (Liverpool Echo), and 
“Ladies, start the New Year well 
Treat hubby to a tip-cart load of 
manure” (Harwich & Dovercourt 
Standard) 


After Business Hours 
‘The Square Ring’ 


(Lyric, Hammersmith) 

The “square ring” in Ralph W 
Peterson's compelling play is, of 
course, the boxing ring You do 
not see it, because the whole action 
takes place in a seedy dressing room 
ind the passage adjoining 

Tragedy dogs two men trying to 
nake a come-back. Ironically both 
win their fights, but one is adjudged 


too old and broken to box again 
ind the other dies in the dressine 
room. These two, Duncan Lamont 
ind George Rose. together with 
Bill Owen as an irrepressible and 
good-hearted Cockney fighter, sharc 
the acting honours in a fine cast 


Fxcellent and often extremely funny 
entertainment, “The Square Ring’ 


richly deserves a West End showing 
M.H 
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ADVERTISER'S WEEKLY 


A famous national newspaper in London invites 
applications from men aged not more than 35 for 
appointment as Assistant Advertisement Manager. 
The right man is now probably a successful 


account executive in a London advertising agency. 


This is his opportunity to exchange high 


prospects for even higher ones. An initial salary 
of up to £2,000 per year is envisaged. Letters 
should state age and details of career, and will be 
treated in most strict confidence. Private 
interviews will be arranged at a London hotel. 
Box No. 3044 Advertiser's Weekly, 180 Fleet 


Street, London, E.C.4. 


% va * ab . ti od ms e : 
bed es 275 ee) 
3 
Py, 
me 
es 
=~ 
as 
ee 
PP 
&. 
= “i 
i 
. 
a 
- 
9 
23 
x ; 
ey 
We . 
sia a 
* H of 
‘ 
4 e a7 
9 ] in 
. Meet 
’ : a 
i mans 
‘ F % 
x 
: * 
“ig an 
Fe .S: 5; 
i A 
r. : 2 
iF 5 
: 
sie , 
is ! y 
Pa 
: i - 
7 : yi 
@ na 
Pa ‘ HN 
1 : ane 
6 <. 
4 m 
7 { ; 7 
\ ; 
5 : an 
; - Cah 
\ : eae 
7 r 7 
, eo 
iii 
. y “% 
oe a 
i 
\ 
‘ j f 
: { 
\ 
P 
. : : 
é y 
i 
i 7 
“ i 
. a] ; 
— iY 4 7 
“4 ese . ; 4 MM \ 
r Stn = ~ a Sean isi en ‘at®D pe 7 . - » teen: ip as a ~& z ‘ na » 
i SS ii ss 2 : ae a ae a. i a 
Te = ae ee 3 a : eal oe a ae 


ene 


ANOTHER MANDER 


ADVERTISER'S WEEKLY 


IN FLEET STREET 


FAMILY bkenesses are not my 
me But from the photo 
ph h produced even | was 
o guess (oghily) that Lestie A 
Mander, oo ’ advertine 
nent managet, Sunday Dispatch ALFRED) WISEMAN, who has 
ot Stwart been no f nanaging director 
sd vertise of ¢ i { Lid., propricto 
rybody knows of B nd Zam-Buk, ha 
ver celebrated — specia y in sales and ad 
Charles ver n joined the firm 
d Press in 1944 cted to the board 
not know im 194° M Wiseman beheves in 
s that Les! Person particularly with 
was once an overse Since joining 
hotel keeper! Fulford lown to the United 
Truc th Stat i India Africa 
was im the Austra K Malaya, Hong 
war, when all Kong ! ountries for dis 
oris ol CUSSION mer He was 
trange things closel { with Macleans for 
happened severa 
Having gon 
hrough th 
North African Galesmanship and 
impaitien 
an 5 up wedding bells 
hrough ftaly " 
no est Wiues was im America. Sir 
he became il Thomas Barlow choirman of Barlow 
ind was sub & Jo Lid nakers of Osman 
at nt ly housc! x ‘* was sending 
given the job cabk wif 
of running t's} Day said the desk 
hotels for th ps om rieste Ww ot send one to you 
Italy nd Au 
Last year, on a business trip for I xplained that his 
h € ontinenta Da Mail he ! died (aged 100) a few 
\ d by a the capital cities of years | y 
Australia and New Zealand and oe d the clerk send a 
i back via America, flying, he cable fam reminding them 
" ves. some 60,000 miles al- of hin 
meth Sir 1 hinks this little in 
Hi mes to London from the ciden strates the difference 
§ h Daily Mai Like every het we British and “high-pressure 
body el he found the Scots far Amer nanship 
generous and hospitable than Son \ in ideas, however 
he ones which they tell about can b d gracefully to suit 
hemselves would suggest Britis! f and Sir Thomas's 


ADVERTISING MANAGER'S CORNER 


HOWDY FAWKES! 


If you're the sort of guy that likes to see 


his product put over with a real bang, then 
it's ime to get Harris to hatch a plot on 
behalf 


your You can always rely on 


Harris to put some fire into your point-of- 
sale advertising. Pyrotechnically speaking, 
if your own ideas have been |\7zing on you, 
When 


it comes to real fireworks nobody can hold 


is time you got Harris crackering 
a Roman Candle to them 


cut-outs by 


HARRIS 


THE FIRM W! TH EXPERIENCE 


distinctive showcards, clever 


HARRIS ADVERT SING LIMITED 29-30 KINGLY STALE 4 


Tei. REG 1295-6 


ON. W.! 


firm are now using one party 
it the Savoy last week th hed 
heir first editorial camp h 
household textile field | fol 
low the “Shower Party an 
American idea of bless d 
with presents 

Women writers a ot i full 
facil s of an informat vice 
hrough Leila Danbury we 
Peacock Co., Ltd.) wher ning 
bridal issues, furnishing nes 


and gift suggestions 


| 


This picture, from the Oct r issue 
of Cloth and Clothe hows 
David Hicks, account ex e at 
The J. Walter Thompson ¢ Lid 
wearing a smoking jacke * plum 
velvet with satin shawl ar liar 
and frog fastening reminis fan 
Edwardian dressing gown is and 
other pictures of Mr. H were 
featured in an article on ; he 


| 
| young execunve we 


7 * * 
desk as Fo Con 


overseas d nent 


Back at his 
& Belding’s 


| affil: n 
| Jack Swaab cies viel 
| the ld 
} many of which he has t 
| various times His resto 

health will be hailed in tt ‘ 

possible variety of langua 

= * * 


PIERRE 
director of 
Vagazine 

idvertising 


the French 

who entertainc 
executives and 
indusiry PR.Os to lu 
Thursday, was over here d 
war. He escaped from Fr 

trained as a fighter pilot 

won the D.F« He conc 
dea for his journal wh 
mander of the famous \ 
Squadron of the Free Fr 


i Force 


Marcus Morris, man 


LAUREYS, |: ng 


Octoper 30, 1952 


with a mission 
FPORTHCOMING concert of girl 


cnoirs which Hulton’s Girl ts spon- 
soring in aid of the National rlay- 
ing Ficids Association ts the sort of 


beneficient activity that will not sur- 
prise anybody who has met the Rev. 
Marcus Morris, editor of that paper 
and Lagie Without being in the 
slightest degree sanctimonious, Mr, 
Morris is quite obviously 4 man 
with a mission 

Well known by now its the story 
of the hard struggle (not to mention 
financial risk) he had in launching 
Eagle, the dummy of which was 
produced by him and a young 


irtist named Frank Hampson, who 
worked in a shed at Southport. But, 
with Eagle now selling more than 
750.000 and Girl more than $00,000, 
the struggle was well worth while 

The criticism that has been 
levelled agaist certam types of 
comic, he believes, is only partly 
justified. tt is not so much the 


violence they depict that is at fault 
as the wrong values they imply. 


* * * 


George Houghton, group adver- 


tisement manager, George Newnes 
Lid. has about a dozen 
books to his credit. His latest Con- 


fessions of a Golf Addict (published 


by Museum Press carly November) 
should amuse friends in the agen- 
cs. The book, which is profusely 


illustrated by the author, is described 
as “a frohe of fact and fancy.” 
Mr. Houghton was Group Cap- 


tain Commanding Air Information 
during the war, and did the “air 
bricfing at Shaef Immediateay 
following hostilities he organised 
exhibitions in France, Belgium and 
Denmark to make known to the 
peoples of occupied countries the 
part played by the R.A.F. in their 
hberation 
* +. * 

Next Mownpay, Batchworth Press 
ire holding a cocktail party to 


launch Maurice Buckmaster’s book 
Specially Employed, in which he 


tells the story of his remarkable 
war-time experiences 

After he had taken part in the 
Dunkirk and Dakar episodes, Mr. 
Buckmaster, now P.R.O. of Ford 
Motor Company, organised the 
sending out of aid to French 
patriots. Altogether he despatched 


nearly 500 British and other officers. 
One of the people trained by him 


was the heroic Odette Sansom 
(now, of course, Odette Churchill). 

A number of books have been 
written of their exploits Mr 
Buckmaster now tells the story 
“from the London end,”’ showing 
why and how his emissaries were 
organised, what their objectives 


they fared. 


Contact 


WEEKS WISECRACK 


~ 


were, and how 


“We could put up our 
posters upside-down, but 
I doubt if anyone would 
notice the difference.” 
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New Readership 
Investigation 


A preliminary analysis by The British |The homogeneousness of the combined 


Market Research Bureau of replies from readership of these two journals shows 


readers of True Romances who entered how well-defined is the market they 


a 


an editorial competition show a signifi- cover. They are twin magazines in the 


cant similarity to the results of a like true sense; advertising in one enhances 


investigation last Spring advertising in the other. 


into the readership of Hence the combined 


True Story Magazine. rate for the two. 


Here are the salient facts of the combined readership :— 


Married 
Over 21 21-35 Married with children 


True Story % TrueStory §9% TrueStory 75% TrueStory  §2%, 
True Romances 79° 


True Romances 60% | True Romances 74°: True Romances 82°. 


4°9 people READ EACH Copy (TRUE STORY 4°88 TRUE ROMANCES 49) 


* 


COMBINED SALES 418,123 JANUARY-JUNE 1952 


£200 PER PAGE +© 9/6 PER PAGE PER THOUSAND 


(Lowest rate among women’s magazines costing more than |/-) 


A. H. Mclsaac, Advertisement Director 
ARGUS 


PRESS LIMITED ¢ 8/10 TEMPLE AVENUE © LONDON EC4 © CENTRAL 3514 
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We Hear— 


K ngsion-on- 
sdvertising 4 

n 10.00") 
nd the “man 


the store's 


* 
Dagenham Girl 
New York to-day 
(Thursday) they will be dressed 
den il Windsmoor coats 
. * . 
THAT Philip Gotlop has been 
appointed honorary photographer 
to the Publicity Club of London 
* * * 


THAT the New York Times 
star ' its international 
for circ 

the 

usly 


THAT add 
ncluding 
d. hav 
Hardws Schenn 
onal Federa 


. 
tistical bulletins to suppl 
ms Travelling Publi 
d sing Surve will hye 
ucd s and when additional in 
formation becom iV ible no 
juarterly as hitherio 
* * * 
THAT George Travers Cleaver, 
won of the la M. FP. Travers 
Cleaver, who a director of 


Dorland tising Lid., was mar 
red rx Pamela Sid . 
form the Robert Freeman 
Co. I 
: * * 
THAT trank Thornborough, J.P. 
and Mrs. Mary Thornborough, thc 
paren Hugh M. Thornboroug by 
manag j of Charles I 
Higha d rated their gold n 
wedd day (Wednesday) 
. *. . 
THAT H. J. Leveton, editor of the 
Sportir Bufl (published by th 
Birmur f & Dispatch 
Lid.), | n appointed presiden 
of the m Works Games 
le gu 
* 
THAT il Farmers’ Union 
have j S. Janes and 
Partr verlisement managers 
harmer 
* * 
of Housing and 
has dismissed 
nan’s Billposting 
h Metropolitan 
refusal to allow 
display of adver- 


Norwood High 


* 
THAT Blackpool's director of pub- 
licity, HM. Porter, estimates that at 
least 3.669.000 visitors were attracted 
to the t 1952 illuminations in 
47 dl They spent about £3 
milhor 


This Pytram Model 
symbolises and disp! 

most effectively a wall 

known brand of cough mix 

ture Fully modelled and 
coloured, it ws moulded im one 


piece in Pytram Hard Rubber 
Compound and stands 10 high 


day for your 
Pytram folder 
rising models 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR ROAD, NEW & EN 


SURREY 


Telephone : MALDEN 3225 


Temple Press Limited dis; 
Farm Mechanization™ on 
lished in association with 


THAT these three new 
crowners are being sent 
. cd 
THA! a Danish poster 
sponsored by the Danish 
Copenhagen, and the Ar 
dinavian Society, is being 
Bradford 
* * 
THAT the introduction 
marketing scheme is urg 
Gloucestershire branch 
National Farmers’ Union 
* a7 
THAT a selection of 
iding articles which hav 
n The Times during the 
have been published in bx 
* * 
THAT the Birmingham 


Birmingham Post had new 


ize through a privately 
radio station, two mobile 
insmitters, and = racing 
when the Queen opened B: 
Corporation's new dam 
* . 
THAT Guildford Borou, 
cil’s general purposes con 
considering with the Ch 
Commerce the revival of 
town publicity committe 
hat the attractions of th 
district can be brough 
nuiion of visitors from 


Pools ads. on 


Bradford bus. < 


Bradford City Council ha 
to allow football pools 
ments on Br —_— buses 

Opposing, Cr Cow 
tended that the st thi 
very other transport 

lowed such advertising » 

worthy argument in } 


essing surprise at 
Ald. H. W. Sempx 
en pools’ adv 
bus tickets, but 
outery about that 


nn ee _— 
, er re of 
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an outsize in journal facsimiles to feature 
t the Dairy Show. Handbooks pub- 
journal were shown in the revolving unit 
counter, 
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ADVERTISING 
DIARY 
Thursday, 


October M. 
Berxs axp Bucks Puemrry 
Cius F. jones and K. Haywood 
“Aspects of letterpress and litho 
printing Royal Hotel. Slough 


Friday, October 3. 
Pusuicrry CLus or Gu ascow lun- 
John Chilcott on “Putting 
advertising 
Grosvenor Restaurant 
Extraordinary general meeting 
2.30 pm 
Monday, November 3. 
Pusuiciry Civs or  Lonpon, 
Albert Saphier on “Customers” rea 
barber's chair 
wec2 


PUT TTT 


ooceccccccccececosococoeccocoocess 


4. 
ADVERTISING CLUB. Blec- 
Royal Hotel, Woburn 


¥. November 5. 
ADVERTISING CLUB OF OXFORD 
Lucking on “Attack on al 
Black Hall St Giles 


COVENTRY Pusticrry ASSOCIA 
D. Buckland-Smith on “Fire 


PPUTeTTTIOTTeee eet 


INSTITUTE oF INCORPORATED 
PRACTITIONERS IN ADVERTISING sil 
ver jubiice dinner Dorchester 
Hotel, 7.30 pm 

INSTITUTE OF Pustic RELATIONS 

Donald Barrington- 
Public Relations for 
Shaftesbury Hotel 


PPUTTTTTITT TTT 


Researcn Society bun- 

pusher Andrew Heiskefl, 

lime Incorporates. « 

and pub ser. See magazine. Chez : 


PACKAGING L 
Direct printing on to 
al! Waldorf 


ut Lerps. Film 
Shell-Mex Powolnys 


BIRMINGHAM Pusticrty Assocta 
TION evening mecting Hans 
Sc bwartz on wodera Art.” 
Queens Hote! 


CLUB OF SHEFFIELD 
dinner and dance Royal 
Victoria Hotel, 7 p.m 


errrrrrrrrrrrrrrrr rrr titi ie 


TTTTTT ITIL 


FTO R Ree eee teen ee wee eeee senses 


Public (house) 


relations 


Public-house scenes in Charli 
Chaplin's latest film “Limelight 
show displays of Whitbread’s Pale 
Ale and Mackeson’s Stout One 
shot shows Chaplin standing in 
front of a 1914-1918 poster “Best 
on the market—Whitbread’s London 
Stout." The material was supplied 
by Whitbread’s New York agents. 
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ESTABLISHED 33 YEARS 


SAAS AT PATER Re 

ES Purchased by tS Air Lines « Railways - Banks (Home and 

ETA TT AR A TRALEE He Foreign) © Hotels * Restaurants « Clubs 
Commercial and Industrial Organisations 


Tourist Offices (official and others) 


and then 
PR PK PR ASA AMET 
* : . . . 
B Presented to @ Affluent Londoners and those visiting 
b % 
EIT AA TTD a London from the Provinces and Overseas 


FULL COLOUR CORONATION 
ISSUE MAY 31st 1953 


REGINALD HARRIS PUBLICATIONS LTD 
12 Stanhope Row, Mayfair, W.1. © Tel. GROSVENOR 2893 and 1361 


May we furnish the facts” 
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Sta-Blond leaves 


Auger & Turner 


Auger & Turner Litd., announce 
that they have relinquished the ad- 
vertising for the products of 
Roberts Pharmaceutical Labora- 
tories Lid., Sta blond Laboratories 
itd., and Health Products Labora- 
tories Lid., with effect from the 
end of this year. Auger & Turner 
took over the advertising for this 
group on June 1. 

lt ls understood that a short list 
of agents is being considered and 
a new appointment will be made 
shortly. 


Say it with a 
cine camera 


Equipment Lid. are running 


1 sales promotion campaign for th 
G.B.-Bell & Howell 8 mm. Spor 

cine-camera and & mm. Screen 
naster and Viceroy projectors. Th 
um to establish a co-operative 


€ : 
siling scheme in cach dealer are 


wilt up on engagement, annivers 
ary, marriage and birth announce 
nents in the local pr 


A promotion wallet has been 


designed, printed letterpress in two 
olours on buff card. tt introduces 
he scheme and includes specimen 
letters to engaged couples, their 
parents, parents of babies, newly 


weds ind =o wedding = anniversary 
supl 
The scher has been devised and 


handled by Greenlys Ltd. in close 
co-operation with the advertising 
ind sales departments of G 


Equipments Lid 


Drawing by 


ACCOLUN (Ss MOVING 


A | nilever account taken over 


by DDWS 


Dolan avis Whitcombe & 
Stewart | id. have secured a Uni- 


lever as {company account 


As fro uary 1 they will be 
hand): 1 advertising A 
campais being prepared. 

The avency has just celebrated 
its first day and states it has 
more than doubled its target for 
the yea 

. * * 


Street's get 
stocking account 


G. Street & Co. Ltd. have taken 
over ’ dy sing of Bennett 
Bros. | nakers of Sunflex and 
Tudor kings A campaign 
has be« ned in women’s maga- 
zines f Tudorose brand. it 
will in le full pages in colour 

. . * 

Lucien Productions Ltd. have 
been app d agents for Modern 
Mail Order Supplies Ltd 

. . * 

As f January 1, the whole of 
the pr dvertising for Stergene 
will b duced and placed by 
W. H. Gollings & Associates Ltd. 

can en has been planned 
coverin ona! dailies, provincial 
papers 1 women's magazines 
Previor ovineial ads. have been 
placed Newcastle agency 


COLEMAN 


Represented by ARTIST PARTNERS Ltd. 
9, Lower John St., London, W.1. 


Gerrard 1157 (3 lines) 


From an illustration for Woman’ 


Pictorial 


NEW CAMPAIGNS 
Marmalade — without 


shreds 


Wm. Moorhouse & Sons | id 
introduced a new ma lade 


Shred-less. Trade press a tising 
states that it “caters for herto 
untapped market—the mil who 
either prefer their marma with 
out peel or whose dicts clude 
them from enjoying traditi ypes 


of marmalade.” 
At the moment distribu is on 


1 “semi-national” scak Point of 
sale material is going to silers 
A campaign in provincia vening 


papers will be launched later 
Pickersgill Publicity Service (1 ceds) 
are the agents. 

* ” . 


A three-month campaign has 
been launched for Kora biets 
The schedule includes nat | and 
provincial dailies and won pub- 
lications. Agents: R. S. Caplin 
Ltd. 

* * . 

Picture Post will launch the: 
biggest sale drive to date for tne 
five issues from Novemb 1S to 
December 13. Large sp: hav 
been booked in Daily Expre Dails 
Mirror, Daily Mail, Daily I e«legraph 


ind provincial newsp* ners 


/ br clearer Of 0 


— a 


Stella Radio and Teles n Ce 
Lid., are issuing to dealers new 
jouble-crown poster base n a 

Room with a view” th pre 
viously used by them. It uf 
with the approaching C« ition 
Erwin Wasey & Co., Ltd., ned 
the poster in conjunction he 
Stella publicity department. ! 
printed by Chromoworks I 

* * * 

“We've just engaged n t 
million salesmen!” is the bh g of 
a trade press advertise by 
Amson Textiles Ltd., annc g 
new campaign for their , 
table cloths. Women’s an | 
interest magazines are 


Agents A. H. Kaow! 
(Manchester). 
* * *» 
A 154 in. by six col. ac the 


Daily Mail to-morrow (Fr 


1952 


Ocrosper 30, 


NEW_ACCOUNTS 


Mather & Crowther Ltd. have been 
appointed to handle the advertising 
for Box o' Dates, the North African 


dates produced by the Syndicat 
General du Commerce des Dattes 
This is one of three display pieces 


they have produced to support 

national and trade press advertising 
+ * * 

Lucien Productions Ltd. have 


been appointed agents for Plastic 
Fasteners Lid.. B Collingridge 


Ltd., and The Pure Seed Co., Ltd. 


mark the opening of a new national 


campaign for Buttons chocolate 
coconut squares. The Daily Mirror 
is also on the schedule. Posters 


will be used on buses and tubes and 

filmlets will be shown in cinemas 

throughout London and the Home 

Counties. Agents: W. S. Crawford 
. . . 

Heavy national and provincial 
press advertising, including a full 
page in the Daily Mirror and a 
13 in. by five col. space in the Daily 
Herald, will be used by Tit Bits to 
announce the start of a new Silvana 
Mangano scries on November 4 

* . *. 
The schedule for a new series of 


idvertisements for Jacob's Cream 
Crackers covers daily and weck!y 
provincial newspapers Agents 


Service Advertising Ltd. 


Vaz Dias is here 


W. 1H. T. Tayleur (Publicists) Ltd. 
have been appointed the sole British 
agents for the Vaz Dias Agency 
International of Amsterdam. 

Before the Dutch newspapers 
formed their own news servicing 
organisation in 1935 Vaz Dias was 
regarded as the Reuters of Holland 

They have since reorganised their 
network for publicity purposes and 
now claim to be the biggest Con- 
tinental publicity and public rela 
tions agency with a current mailing 


list of 5,000 newspapers in 67 
countries. 
They also operate a world-wide 


cliopings service. All their publicity 
will now be available to W. H. T 


Tayleur clients 
Publicity pulls the 
tourists 


Increased publicity displays south 
of the border and across the Atlantic 
were contributing factors to this 
vear’s tourist record in Scotland 
There were at least 3,600,000 visitors 
over one million from England 


It is expected that the fieure for 
1953 will exceed four million 
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eae 
wp NEWS AND VIEWS No. 4 


Who sees 
SGREEN ADVERTISING? ff 


13,000,000 adults every week—42", of the 
adult population. 


Of these, 47°/, are men and 53°, women. 


Ae 


j Does the screen audience represent 
5 the income grades in fair proportion ¢ 


= ) PROPORTION OF POPULATION PROPORTION OF SCREEN AUDIENCE 
_ AB GRADE 12. 10 

) C GRADE 18% 17% 

} DE GRADE 70”. 73 


These and many other interesting facts about the Cinema and its audience have been published 


in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD + Serving Screen Advertisers 


MEAD OFFICES 124-128 FINCHLEY ROAD LONDON. N W.3 (HAM. 4424) g SALES & PRODUCTION FILM HOUSE WARDOUR STREET. LONDON. W.1 (GER. 9292) 
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Record issue for 
‘Modern Woman’ 


The November issue of Modern 
Woman has 564 pages of advertise 
n wz 162 adv sers. 
Boh thes t are post-war 

! I which also 
ha larg f sthon ommcrease to 
report ov he 4 year. Between 
June 1951 and J 1952 the sales 
f Modern Woman increased by 

+ ( ind the current monthly 
vera il os well over 200.000 
copies 

' * * 

For the first time since the war 
John Bull (datcd November 1) 

cs p sdveriising, with full 
pages from Shell and B.P. announc 


e the sale of branded petro! as 

from February next 
* * . 

Hospitals and institutions all over 
Britain will receive coverlets and 
shawls made from woollen strips 
knitted by iders of the Dally 
Herald for a new sort of competi 

m with £250 in prizes 

* * * 

To Gear, the Scottish bi 
monthly motoring magazine, will no 
longer be published by Scottish 
Features Lid Instead, the Scottish 
Sporting § ¢ Club, who sponso; 
he magazine, have arranged for u 
» be published by th Scottish 


Field. David H. Bond continue as 
London and Midlands representa 
tiv 
. * * 
November issuc of the Reader's 
Digest has « colourful firework dis- 
play on the cover 
* > 
As from the issue dated Novem 


ber S the size 


ised from 


of Dance News wil! 
ight to 12 pages 


Since June 1950, the size has been 
bied, but selling price has stayed 
it threepence. Rates have gone up 
to £2 per column inch 
. , * 

With a total of 376 pages —288 
letterpress, 48 gravure, 28 4-colour 
ind 12 2-colour-—-the London Show 
Report Number of The Autocar 
(October 24) was the journal's big 
gest issue since the war The total 
neluded 44 pages of classiffed ad 


verisements and 617 displayed 
announcements 
* 
The Motor Cycle (Associated 
Tithe Press) is publishing two 
special numbers covering the 


The Shocking History of 
ADVERTISING ! 


Keng a rue Account of chofe Arts 
and Subtertuges by which the Pul 

s Cozen'd to bt what it had no 
Mind to aequir ut having acquired 
boalts grea Di 

And telling how thefe Wiles are 
practit ‘d ’ in the publick 


P) 

and he 
infec vr, Wut crable 
PXAMPLEYS, both wry and « ‘ 
trom both J fem ve The whole 
pathered tha Irtind \ meer 


ELS Paenae. 


ALFRED W 
HR 
> Ship Tavern F 


Price: 15/- (Post Sd 
ILSON 


keellers 


ssage, London, E.C.4 


LIMITED 


- 


London M Cy Show: Show 
Guide | 4) and Show 
Re por 0) 

. , * 

Beca ¥ that more 
could b P sx the ad 
vanced j of British 
Passe ngc j ir vehicles 

1 ‘ mn Bus and 
Coach ¢ xtra annual issue 
(out N« 19) entirely to this 
subject 
. * * 

The suc of a quarterly 
comic, lassie s published this 
week by W 1 Distnbutors Lid. of 
Manch It features the adver 
tures of Mi (i.M.'s canine star Lassic 
and is d the myriads of 
dog k hildre ind adults 
ht sells } od The first issue 
has $2 pages with a full colour 
cover 

. ‘ * 

Toy f 1 Sick Child scheme is 
being again this year by the 
Evening News. 

" ‘ * 

Novem! suc of The British 
Steelmuker re-designed titk 
on its fr layout 
was desig cuted by 
John Mich Lid 
Printers Yorkshir 
Times P of Mex 
borough. Y 

‘ « * 

Two ssucs of The Bievcle 
are being published: Cycle Show 
Preview November 12 and Cycle 


Show Number on November 19 


Changing names 


Nam ! the Miniature Camera 
Magazine s being changed to 
Modern Camera Magazine with th 


January numbx Page size will b 
increased 9 x 7 im. with no 
change in ad sement rates 
* * * 
As from January the title of the 
monthly, Garden Craftsman and 
Commercial Horticulture, w! 


changed |) Commercial Horticulture 
and Garden Craftsman. 
* * 

With control reverting 
from London Idle, near Brad 
ford (wl was founded by 
Watmourhs Lid), Field Sports has 
had a f { ind the Novem 
ber issu nore pictures, varia 
tions pe fac and a larg 
cover | x sass London adver 
tisemen tpresentation is m the 
hands ) $ W r ives Limited 
69 Fleet S t, Exc 

‘ * * 

Nor Newspapers Group 
have ! new nformation 
sheet f ~ their 16 papers 
On on bout the area 
and pm covered are given 
under 2 he other gives 
the ¢ j ge net sale per 
week fi June 1982, and a 
map ot 

al . . 

For tt ne f Sy the 
Yorkshire ! vening News py ob sced 
20 full mn briday In 
idditior overage ol 
Yorkst il news con 
tained i tewnew produced m 

ssocta National Fa 
mers l 

. * 


The Dunoon 
published i 


terald 


suc 


has just 


Legal and 
Gazette 


BANKRUPTCY PROCE! DINGS 


Aunty Seron Berry . 
Creseem Torquay Dev ting 
agent Public cxamination N mr <5 
at The New Town Ha Tor 

Freasak S x 1l6 W ’ Street 
and Bradgate Street Works, & n 

uler-L yne sign and display wt 

facturer A pplicat« “hare 
mber 28 at The wo H 


NOTICE OF DIVIDEND 


(Thornaby) tid.. 83 
George Street 


Thornaby-on-T «inter 
No. la, of 1951. Final of 4 in the 
‘ payable November 1 ft inkle 


Chambers, Stockton-on-Tees 


WILLS 


Goprrey Meoccitt Morton, IP. of 
; Faton Square Swit airman 
and joint managing director « Mid 
and United Newspapers Lid 
formerly in mirol of the J 
Chronicle, and interested in Ross 
Gazetre, and the Blackett Press. Bath, left 
164,409 Ils. Lid. net 

Joun Eowarp Basserr f Sa nbe 
Rectory Lane, Sidcup, Kem, \ate chair 
man of the Kentish Times [id left 


£23.214 198. lid. net 


ReOERICK Paimer Toskcer 
Grange Park se ‘ r 
ulalon manager the Donca sazetie 
and the Doncaster edition of York 
hire Evening News left £908 lid 
net 
Agtuurn Watpo FMe@mson, of Ard-nma 
Grena ewry Road Banh Je C. 
Down, managing director Ban 
bridge Chronicle Press Lid i past 
president the Irish Master Pri 
Association, and secretary of | Ulster 
Asc % uated Press. left estate Great 
bh and Northern Ireland J at 
Joun Hastiem Mean { R vadsice 
Tehidy Terrace Falmouto anaging 
artr ish Echo Ncwspape 
+4 “i ne 
f 12 ¢ w stone 


managing dire 
Murray (Advertising) Lid 
eft £44,352 3s. 10d. net H ft £50 


to Edward Sennett and £25 cach to Alex 
Raird, A_ R. Mowbray, Leona Diggins 
Maxfield Bush, Willam Bram Charles 
Juggins, Rhys Jones, Thomas © Bert 
Cook Frederick Boxa Nelson 
Lane, P_ McGuinness, L. Sage L. Swins 
and A. Thistle, if respectively « nm the 
servic of the firm at the t his 
jcath and mot under m 
ah . “e 
NEW COMPANIES 
S. K. Displays Ltd., 8 New! Sucet 
Birmingham, 3. Commercial artists, de 
signers of and dealers in poste 1 other 
advertisements. Nominal capit £1,000 
Directors Stephenson and N. d 
Castro-Pratt 
Graham Associates Lid. Advcriising 
and merchandising agents and actors 
Nominal capita £100 Subs ore 
Ek. A. Turner and S. M. Hirsch 
Weehiy ee Ltd., 4 ¢ , n 
Ss 1 1 m Qui th shir 
4 Waekly Review any 
business of proprietors and shers 
newspapers and journals “ ya 
pita £+.000 Directors h. H 
fe Courcy. Mrs. R, de Cou si 
Burrel 
(The above-mentioned parth on of 
new companies recently reghivred are 
taken from the ay ~* Regine mpiled 
by Jordan and id., ( ompany 
egtvtration Ageats, Soni Chanc: Lane, 
London, W.C.2) 


CHAN OF F ADDR! ss 

Chadwick-Late = Lid. 
House, Shaftesbury Ave 

British Electricity A P 

* ms Section to admoinist 

arters at Winsicy Street Ww 
Museum 4040.) 

5. G. P tions Ltd. (20% 
to “6a Rochester Row, Lond \ 


‘World Freigh: 


In some editions this 
wrong telephone number 
in advertisement for World 
The correct number is GR 
R811 
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CLASSIFID ADVERTISEMENTS 


(Continued from cover) 


BUSINESS OPPORTUNITIES 


EXHIBITION 
and DISPLAY 


Business shortly requiring 
new factory premises 
Would consider association 
or amalgamation with effici- 
ent concern of first class 
integrity. 


Box 306! 
Advertiser's Weekly 180 Fleet St EC4 


eu bose se AND 


ADVERTISING. 
ty to acquire interes! in pro 


t 

Box 3069 Ad. Weekly 180 Plect St BC4 

‘ Se gl ADV JERTISING 

AGENCY | Vase secks to 

extend ee interest 1 the London 

Arca and would consid co-operation 

with 4 sma London Advertising 
fee ny. Rep n confidence to 
3068 Ad W y 180 Fieet “St 


ACCOMMODATION 


OFFICES TO LET. Near St aul’s, Sth 
floor m 


380 sq. ft Te rones 


Weekly 180 Flee: St EC4 
LARGE LIGHT ROOM, firs: tk quic’ 
siuation, near Bond Street. Suit crea 
agent 1 st < Cen 
Wa Taine tclephonc and use of 
atac f plion room Write 
Box 29% Ad W vy 180 F ect St ECS 
WANTED PRESSES ABOL TT 3, 
SY. FI. s graphic Disp 
Studios “ nn o miles € naring 
Cross beg 4 fal hat 
Box 4000 eckly 180 Picet St BC4 


SALES AND WANTS 


A LEDGER POSTING Machine, Bur- 
roughs National or Remington, required. 
246 Bethnal Geeen Road, 
London, E.2. Bishopsgate 9434. 
ADDRESSOGRAPH FRAMES ‘“B" 
Index for sale 45s. 1,000 
M.S.S. 49 Tattenham Grove 
WANTED. Rotary Press 


pages Broadsteet o: 64 Ta J 


— with a. Rew ny to 
Ad eekly 180 FPlect St EC4 


PRINTERS 


MIDLAND LETTERPRESS P 


and in confidence 
Ad. Weekly 180 Fleet St EC4 


LITHO oR LETTERPRESS 
FOLDERS, BOOKLET 
SHOWCARDS, CABELS 

Good Work — Keen Prices 
Ask for Type Book 
TOWNSENDS of EXETER 
London Works: ORCHARD PRESS, 
EASTCOTE Pinner 7927 
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a | ceyua 1 wila caper KC and somin- 
, : strat ability Share holding £1,000 4 
i ; offered Any invesiigation 
- 7 Box 1070 Ad. Weckly. 180 Fleet St EC4 
i t ———— ADVERTISER wishes 1 coniact reliable 
a - advertising concern t mmpile strik 
7 : ing Newspaper saics promouon house a 
= i furnishing advertisements for North 
a untry papers. Apply George Wilkes 
o & Son, Shicid Road, Newcasile-~<on- 
a : Tyne 
ve DIRECTOR required to join w estab 
* 7 ished Nationa Advertising man 
: vith a good conn nt genera 
; : publicity, Salary ‘rom £1,000 a year 
’ and profits ris “ turnover Capi- 
: ; ver. Capl- 
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Octoper 30, 1952 


CLASSIFIED ADVERTISEMENTS 


be mee ~ nod LIMITED, Ww rking 
Mactin Engineers requae 
man aged 
Perience of 
engineering prod 
ayout 


Green 


aa EXECUTIVE required by West End 


ompany designing =, oe ne 
Printed show cards 
re m between sales ~ factory 


and type faces and 
ing first class sales 
fully, including salary 


requ air 
Box 2930 Ad Weekly 180 Fleet St BC4 


VISUALISER 


required preferably with technical 
experience for small agency in 
London, W.C Residing near 
Slough, an advantage 


Box 2956 
Advertiser's Weekly 180 Fleet St EC4 


a pee REPRESENT ATIVE for 
weekly newspapers 

y I —» He Experience in sel! 
display advertising tw local and 

mal advertisers essentia 

_ Box 3031 Ad. Weekly 180 Flee: St ECS 
EXECUTIVE required by nationally- 
nown outdoor advertising Company 
Applications. giving full details of ex- 
Perience with > 
should be made only by those with 


Doster sites im all parts of the 
country 
Box 2583 Ad. Weckly 180 Fleet St BC4 


VISUALISER 
cum 


LAYOUT 
ARTIST 


We need a man with a happy flow 
of selling ideas and an ability to put 
them on to paper in presentable 
layout form He must have the 
acumen to grasp particular prob- 
lems inherent in individual accounts 
and work in conjunction with the 
Creative Director of medium-sized 
London Advertising Agency 

Our staff know of this advertise- 
ment 
Please write in confidence (do not 
enclose specimens) giving par- 
ticulars of experience, accounts 
worked upon and salary required 
to 


Box 3057 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER OR 
a pERESS fequired by Yorkshire 
Depar mt store, specialising in pre 

merchand'se with Fashion 
of Window dress 

4 © reply applicants 

ate required to state age, and furnish 

full detai's of education. training and 
experience, etc 

Box 3033 Ad. Weckly 180 Fleet St BC4 


283 


RATES: APPOINTMENTS VACANT, 3s. 64. per lime, 405. per 


APPOINTMENTS WANTED 

has sities 

charee, one line plus %d. covering 
W eekly 


aniess be of she, of the 


display panel 
3s. per Hime, 35s. per display panel inch. 
itiows, 4s. per lee, 455. per display pane! inch. ~y ye 


postage. . Series 
advertisements under seven insertions MUST BE PREPAID. 
180 Fleet Street, London, 


APPOINTMENTS VACANT 


Situations Vacant: “The engagement of persons answertag these adverthements must 
be made through a Local Office of the Ministry of Labour or a 
Agency if the applicant bs a man aged 18-64 inctusive or a woman aged 18-59 lnclusive 
employment, i excepted from the provisions of the 

Notification of Vacancies Order 1952." 


on applb 
Address: “ Advertiver’ 
£04. CHAacery 8644 (Ex. 25). 


FIRST CLASS 


VISUALISER 


required by prominent London 
manufacturers of 
POINT-OF-SALE DISPLAYS, CUT- 
OUTS, SHOWCARDS, etc. 


Applicant should have had 
successful experience in cre- 
ating designs suitable for 
reproduction by Screen 
Process. State qualifications, 
age and salary to 

Box 3040 

Advertiser's Weekly 180 Fleet St EC4 


UNIQUE OPPORTUNITY for all round 
Artist | take over and develop Lon 
don Studios, wellknown in pre-war 
days Basic salary and high percen 
tage of profits for keen and encrectic 


man 
Box 3009 Ad. Weekly 180 Fleet St BC4 


SHOWCARD & CUT-OUT ARTIST 


The ABBEY DISPLAY CO. LTD., 49 
Charles Street, London, W.1, still have 
one vacancy for a man fully experi- 
enced in construction and full colour 
design for printed collapsible point-of- 
sale advertising material 


Phone GROsvenor 832! 


COPYWRITER VISUALISER 


required for leading Ma:i Order House 
on Midlands. Ability co produce simple 
roughs an advantage Scare age, and 
details of experience to 

Box 1012 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE er 
xcelle < 


MIDLAND oat Ti — A ~ ty an 
Ww 


associated company 

son Limited oe 8 
act a8 assistant to the 
ger Age under 28 
Perience preferred le 
London, W.1 The 
cerned with a newly 
cal product and the post 

ing scope for the .-s man 


Officer Albright | & Wilson, Limited 


PRODUCTION ASSISTANT requires 
by large Mail Order House in Man 
ester te to write convincing 
copy All rownd advertising expericn 
can be gained by keen enctactic young 
man Apply. giving details of exper 
ence 


Emplo) meet 


ducation and 
the A ppomtments 


ec to 
Box 3042 Ad. Weekly 180 Fleet St PC4 


ADVERTISER'S WEEKLY 


* require a 


| CREATIVE 
ARTIST 


This small but quickly growing 


| | group require a man who 
able to carry out finished Art 


Work yet develop a flair for 
| first class design and creation. 
| | Only an experienced man with 
first class qualifications could 


be considered 
Write to 17S Piccadilly or 
phone Mayfair 5560 for an 
| appointment 


DAVID JUDD ASSOCIATES LTD 


DISPLAY ARTIST required to denen 


| posters, showcards and all forms of out 


| door and point-of 
material in ali print 


advertising 


national campaigns. Must be a quick 


versatile artist with ideas and up- 


date style Send full details by letter 


3 
a 
* 
z 


salary, etc... to Roe Outdoor Adver 


age and presen 


trs- 


ing Limited »» «USt Ann's Square 


Good al!-rounder 
quired Ability to prepare simple | 
Good knowledge 
typography, blocks, et Flair 
magazine and brochure make-up. EF 
cetlem *Pportunity tor Peron 


and organisc 


salary 


te- 
ay 
of 
for 
xe 


with 
ideas willing © accept esponsibility 
own department Loc 
tion Croydon Ling send full details 


nd f 
Rox 3066 Ad. Weekiy 180 Fleet St BC4 


We 


TYPOGRAPHER WANTED. 
ce 


ed mainly On master settings and 
important nationa 
accounts. From time to time he w 
handic typography for printed materia! 
Must know the technicalities of type 
and “age 4 have F good layout sense 
Write 4 particulars to 
STUDIO® MANAGER, R.C_N. LTD., 
Iss “ 


Suand 
COPYWRITER 

required to prepare copy for folders 
cwcular ters and catalogues, ctc., 
relating to Gestetner products Must 
be capat a wr ting clear and inter- 
esting copy from tehnical data 
supplicd Write stating experience 
age and salary required. to: Per 
sonne! we * ment, Gestetner Lid 
Tottenham, N17 


Interesting and respon 
n Manchester for capable 


VIS ALISER. 
sible position 


creative agency man, wh can capress 
his ideas in up-to-date layouts for 
Ratwona campaigns ncluding textile 
pharmacecut food. drink and emer 


Square, Manchester, 2, or ‘phone 
BLAckfriars 9786 

LETTERING preferably with 
Process house rience Applicants 
must b with National Ser 


5 
permanency » the right man Write 
experience and salary 


required to 


ZEC LID. need a good general figure 
Pleasant working conditions 
and good salary Telephone of write 
for appomtment WEL 1876, ZEC Lid 

r Strect. W.1 


ree lance, required to submit 

rf ststanding merit for 

bill posters, show card matter and 

window bills for food products. Give 
deta f experien 

Box 6 Ad ekly 180 Fleet St BC4 

YOUNG ARTIST used to miniatur 

work Badges and jewels we & 


Co. Lid.. Red Lion Square, W.C.1 


important position wil! 


and ability to organise a 


them successfully to dep 
Director when neces: 


confidence, giving deta 


Bo 


with substantial salary and 


marketing and selling ideas 


‘the personality and background required to enable 


THE ADVERTISEMENT DIRECTOR 


of a group of famous general and technical periodicals 


requires a right hand man under 40 years of age. This 


offer unique opportunity, 


adequate expenses 


allowance, to a man of outstanding ability, initiative 


and drive. Applicants must be able to prove experience 


nd handle the detail of this 


great media group, to sell space; and to create new 


They should also possess 


stise for the Advertisement 
y Write fully, in complete 


s of career to date, to 


Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISEMENTS | EGgiinieazre 


‘CLASSIFIED 


Stnations made through « MA ‘ wertnag these advertises ot must | YOUNG LADY required. part-time, to 
CREATIVE | Agency if + appticant is Oice of the a of Labour ors Scheduled Exploymens |  °2°°2% Sdvertiers fue Group of Pub- 
| anless be o she, of the lectustve | heations in an Advertising Office 
| ° os emplo) ment. oa the Salary and commission Write, giv- 
COPYWRITER — sol | ton Aco Lig. “14 William IV Steet 
son & Co. Lid., 14 William IV 
APPOINTMEN S VACANT acm “ se _— 
a Cc. require a mor Production 
Well-known London Agency . : co tbe chon of preductis ‘Able 
: —EE ) « charge of production work 
of medium size requires an ASSISTANT ADVERTISING MANA from signias end coav cod 
Eh i uc. win ull i 
experienced copywriter to take R GER aad catesy teqeked to CB 
: ‘ . SILCOCK & SONS LIMITED mb Crowther & Nicholas Ltd 
charge of department This - am onl Witeestde Guten ae 184 Strand, W.C.2 
- I a -a © fe istributors of Cattle, Pig and Pou ADVERTISING MANAGER of Liver 
position offers first-class op { a eae ne trang amg a oy fe young man aged 25 pool Company nationally known in own 
portunities w th an old estab axe ee and be obs ¢ ¢ should preferably have field requires young assistant with pro- 
. sts ; Pen Hoe - : iM Pray me prim’ from layout ee in agency or adver- 
lishe P a rs : ‘ agriculture desirable Salary acc using rpartment A flair for layout 
shed ind progressive firm : a a6 _ qualifications Geacrows pension seheme. W: desirable sed knowledge of ori 8 
Applicants should be under ” J giving details of education and previous empi cueend baouten a a nnsngagy nd 
SECRETARY : a se ae See 
40 years of ase 1 = ' age, education, full details of experi- 
y ge and previous R. SILCOCK & SONS LIMITED, ence aad salary required to se 
Agency experience is really Stanley Hall, Edmund Street, Liverpool, 3. Box 3063 Ad. Weekly 180 Fleet St EC4 
3 
essential. In addition to pro- AN JOURNA 
¢ OPENING OCCT as in the ef 
he adver- EXPAND! (mal de: 
‘ eames ~e t ING PROV malic, under 30) required by leadin; 
ducing sound “copy” for a Cites, G agg _ - a af vening quire a. OV ENCTAL AGeNee industrial organisation, Must be a 
variety of national man w a yy Wide experience lew mp: ‘tha peti SEEDS SeneS ESS Magtans 
d ‘ national and over service vd m military integrity and ambition c L 7 feature writer of high calibee. Expert. 
. ‘ Gias : mt in the offered to the man who ca —? ence of sports reporting. knowledge of 
sas accounts, the ability to an ad ertsememt enes senta — Promotion prospects ‘on mit ae cages Bak re en dae ee oe 
; ‘ er ative, and the Box 3 < tages lary not | . 
prepare rough visuals for dis = ® for anyone who is m 3049 Ad. Weekly 180 F St BC4 B—4 we ~— weit 
a a4 arcer 1 0 
cussion with Studio would be advertis and who is ‘prepared to Advertiser’ ween + leet 
work { om & growing newspaper ARE YOU AM 's Weekly 180 Fleet St EC4 
an advantage Write fully ipoly writing to Advertisement AN 
anag " Aibion Street, Glasgow who can wri . EDITORIAL SSISTANT (male) 
giving details of expericace OUBCION WAN seme cs por te sound, selling copy quired on oa trade congnstaes 
salary “t rade 17 nical Agency, a ¥ we who can originate a single idea, or a £450/500 per annum. Barnes, Biand- 
. ete man < ( outstanding ability. Must have wate campaign, who has good know- are. a, 16 West Central Strect, 
orougd grasp of all mechanical ge of typography. Young enough to 
Box 2916 Gomalte un accurate and fast worker be enthusiastic, old enough to be aghe YOUNG LADY required by London 
Advertiser's Weekly 180 Fleet SLEC4 - jitlate schemes, conwol iMusions. Mf you fill the bill, there is Agency to take charge of department's 
sched es and see work throegh from wamnncy for you, in the erentive team i routine. Typing experience essential 
— ‘ end with the minimum of medium-sized, PA. » & and knowledge of media department an 
AGHIBT ANT IN Advertising Department exper! a of age and London. Write advantage. Opportunity for someone 
Re tnatey ‘aemeaieciass al (aie Seer es a 5 — — aim is advancement in a grow- 
a. goods Must have general cekly 180 Fleet St BC4 al aon — Se 
cmowedes of ail ampests of avert Advertiser's Weekly 180 Flee: si EC4 salary required to Richard Pos & 
py Ee WANTED er eee ee eee 
prospects State ane experience and . 7. 2 
salary required Small, growing professional institute BI oe ORDER CLERK. A vacancy AIRBRUSH ARTIST for general retouch- 
Hox 1010 Ad. Weekly 180 Fleet St EC4 issuing quarterly magazine to mem- Agen 7 a Fleet Street Advertising ing _Art and Photographic Studios 
COMMERCIAL ARTISTS required for bers res individual or Agenc dos Of aetuiog Wieden. sivian ie Bos 367) Ae Weekly 180 Fleet ara 
retouching in Colour and Tone A to undertake sale or advert 4 structions to artists, etc - i ae ARTIST required LEEDS 
nathy expericnce in bigh class work qece sing ane wee ta aamaiia « Fully experienced and capable of pro- 
an mm ~ Positions a a ommission. Enquire Rervien iat — ed bh ducing coughs to a high standard, to- 
saiar od interewine poe a Bou 3962 oe ll —— seme oa gether with finished art work for all 
avis Studios, Warwick ~w, Coventry Advertiser’ Box WIAA , 1 classes of press and printed advertis- 
ACCOUNT EXECUTIVE. Experienced ser's Weekly 180 Fleet St EC4 d. Weekly 180 Fleet St EC4 ing. Lettering, still life essential— 
_~ “Y an . roun ability and PRODUCTION look r yy XL ~~ oo “~ 
age required =~, full details ~ ooking for a . 5 oc salary require 
{ expenence. age and present salary A ; ried) who has SHOWCARDS and Se L. Pickersaill, Pickersgill Publicity 
ox +2 jakn Roe Limked. 20 St a . rin experience and CUT ervice, Carlton Chambers. Leeds. | 
we... 2 E. lepe Reo Umned. 2 5 ' - a -OUT SALES PROMOTION AND POSTAL 
Hl Ackfriars 9786 . produ t ements and S PLBLICITY, Li 
ASSISTANT, junior, male. for produc Pie — s number of yA Abbey Display C and oe a *4 oe 
mn department of leading technical | hem Je , - ~ : a go ag t J dp foe Alege satlon. A : eerprising. Se end 
and engineering advertizing agency. Es- — nce and salary in op class representative for cation, Haun be enterprnss, se Gad 
p en i. t essential. but an advan Box “)°4 Ad. Weekly 180 Fleet St BC London and Home Counties ea fal monthh aa ange i 
aes rite lee 4 a ! a t monthiy mailings ‘rite 
on 298% Ad. Weekly 180 Fleet St BC4 oseeern- he services of a qualified Only those with current experi- te | pasticulars experience, age wd 
the abilit ence an neg —~?. 
imagin 4 write ieenonetionte exe i : — — ” a pes 206 DG. Westy 180 Fen 2 
about cna 5 whines  Semeeed : cutives of leading National ORDER CLERK required by letterpress 
Retouching ay © iodina ’ consul ants in a ag should apply priesers ie London. Sound knowledge 
a DU ’ lease reply to xcellent ea > rimt essential. Good salary and 
and Sos 3 Ad Weekly 180 Fleet St EC4 high stuclo with ideas and prospects for man with initiative. Write 
igh standard of production to io fest instance giving age, experience 
su rt the right m a salary required 
Letteri ng ANOTHER 2 PRODUCTION MEN poi ort man. Box 3064 Ad. Weekly 180 Fleet St BC4 
neede: jor our expanding team e ne Grosvenor 832! or wr ACCOUNTS EXECUTIVE wanted by 
A . t i s Must silts ol Grenminn qo CHARLES STREET, W | - dium re ondon agency (1.P.A.) 
hove slink Mheahe abineaeelaiaan r- ust have sound all-round advertising 
A fully ¢ slid with a y sine. Apply stating age ARTIST for lettering and dan This be one _o-_ pom — 
A fully experienced figure and Guiperience end salery required @ Parsides, 23 Mocenber . to a young advertising man with per- 
general retouc with first New Era Advertising Service, Ltd Nia SHOR J + Ba J — 190 fon St BC4 
a y 4 RT N - < een lee 
class lettering ability required Fleet Street, E.C.4. years of age sow tee hy . on 
> } - A dvertisin: > treet 
by Publicity Department of | | ARTEST. Punisher require  Greetin GA 801 "4/7 ‘Salsbury © Fleet GENERAL ARTIST 
n 3 4 
big London Publishing House | Cara Ideas plus poner to Street, E.€ oct required for London Agency Studio 
A pe | Nmsh Fiest class Studio con wel KNOWN Process Hor - Able to produce Gnished lettering 
A permanent job for the right | | ithor anteen facilities ve-day sentative based —— — —S Retouching an advan- 
. . we " eric ec wwiled este age. frite in stric 
man. Excellent working con solary a aeadinae. of Advertsing A san giving age, cnperlonee as 
ditions. Pension Scheme s SAL as raousresit = at are. = = —— wariete ie 
12 ; - . iciry 
day week. Write, giving full | poe - group invite appli nave Vew an EYE FOR Advertiser's Weekly 180 Fleet St EC4 
ons with ides xperience: < 
particulars of experience, age ony 6 ee tee in Dudit tna ~~ Finders re 
A f uons dvertising Org ASSISTAN 
Pp and salary required to | fiden in strictest con operating in London and of oo T. under 30. to Books Editor 
cipe . fu particulars of Permanent positions offering Book a oa at ee oe 
" salar a Or periodical edit 
son ne a i SE oS feuired, some ‘emtedee St pr 
; c uctic r som - 
Advertiser's Weekly 180 Fleet St EC4 FIRST 1 055 SP ACE-SELLER  requi and expenses paid. Write, 5 my Fm nagy Fgh - gt tg = 
i. - . ~ e tating & e - 
‘ well IR ae pres wd Box 4395 cation, career to date and’ salary 
Rem ncn ~ , hs Gvertiser's Weekly 180 Flee required 
MANAGING DIRECTOR of establoned ca . a — Box 3065 Ad. Weekly 180 Pieet St BC4 
Trade journal publishers requires first age VOT ee tea TWO FULL-TIME contact LETTERING ARTIST for Agency 
class Private Secretary Shorthand Box #0 F Ss one for the London area a udio kk sandard of fi 
: Types me able work ~ EC4 the Mid! 7 work wollene nished 
7 n own PREEL ANC ARTISTS are invited t . idiand arca by a 5 - Preference given to applicant 
initiative. Full particulars of past ex stating , ei d to nised agency specialising whose lettering is combined with 
rience, et yas . work (West End account. Salary commen i ability for layout and general draw - 
= W448 Ad Weekly 180 Fleet St BCS Bou 047 A Weekly 180 Fl . ability with Write fu details of age ausurioase 
ect S BCS Box 3046 Ad. Weekly 180 I BCs | and stating salary required c 
Box 3075 Ad. Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 88/1 (Ex 25) 
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Ocroper 30, 1952 


APPOINTMENTS ‘VACANT 


IDEAS MAN WANTED 
One who can present ideas in every 
form up to highly finshed layouts. One 
who works hard with his head and 
with his pen. Old enough to have learnt 
plenty, young enough to learn more. 
Here's an opportunity to work on 
accounts from penicillin to pickles, from 
beer to building societies with the 
creative group of a medium-sized |.P.A. 
agency in London. Write 


Box 3060 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT SPACE SALES- 
MAN. Required for established media 
in all parts of Great rita Ex- 
perience essentia!, £7 salar 

and cxpenses 
1491, of send full details to 
Box 3087 Ad. Weekly 180 Fleet St BC4 


PUBLICITY DEPT. 
OF 


NATIONAL ADVERTISER 


requires a VERSATILE 


PRODUCTION 
JUNIOR 


who can 


USE A PENCIL 


Scope will cover letter- 
press, display, exhibition 
and general design. The 
creative impulse, while 
not immediately essen- 
tial must exist for future 
development. Write 
Stating age, experience 
and salary required to 


Box 3098 
Advertiser's Weekly 180 Fleet 6t EC4 


YWRITER with general agency cx- 
perience required by West End Pub- 
licitty Department of large Company 


manufacturing heating 


appliances. Knowledge of typography 


an advantage. Write giving details of 
salary requir to 


experience, age and 
Box 3045 Ad. Weekly 180 Ficet St 


and sanitary 


Retouching 
artists 


There is a vacancy at Carlton 
for a fully experienced 
retouching artist. 

Write stating experience 
and salary required, to : 
ART DIRECTOR 
Cariton Artists Ltd., 
38 Portman Square, 


| 


APPOINTMENTS VACANI 


TYPOGRAPHER «yrs 
MAN. Goog opportunities for 
gress in well-cquipped Agency Studio. 
Write with details of age. experience 
and salary to Frederick Aldridge Lid. 
1 Whitefriars Street. E.C4 


SILK 
SCREEN 


Contact Executive 
Required by 
HYPNCCOLOR LTD. 


15-16 Gough Sq., Fleet Street, 
City 2787 


ERTISER (City of London) desires 
to contact competent FREE-LANCE 
High class lettcring and dis- 
play for reproduction, imciuding silk 

een. Wrie Box 4683, Frost-Smith 

o4 Finsbury Pavement, 


YOUNG LADY IMPRO- 
LETTERING.  T 


Advertising 
London, E.¢ 
w are 


The Pari 
Gadebrook 2529 or 


. "fear aes 

GENERAL AND LETTERING TIST 
required for colour printers modern 
Studio, 5 day week. John Osmond & 
Co. Ltd., Derbyshire House, W.C.1 
Phone: Terminus 3067/8. 


VISUALISER 


required by London Agency, whose 
staff are aware of this advertisement 
If you are keen to work with a small 
Dut successful creative team and have 
experience of devising original pre- 
sentations for national advertising 
campaigns. write (but do not send 
specimens) to 


Box 2957 
Advertiser's Weekly 180 Fleet St EO4 


ey ERTIING ASSISTANT required 
SE London Engineering firm 
_ ant should have enginecring 


background and be able to write techni- 
cal publicity material relating to clec- 
trical and mechanical apparatus. Pre- 
vious agency of similar cxperience pre- 
ferred. Write giving full particulars of 
age, experience ctc., to Box A.W.676 
c/o 191 Gresham House, E.C.2. 


GENERAL 
ARTIST 


All round general artist required 
for commercial studio. Only ex- 
perienced man with ideas and 
ability to produce first class lay- 
outs and finished work will be 
considered. 

Write or phone for appointment 


BATESON & STOTT 
45 St. Paul's Churchyard, E.C4 
CENtral 2664 


APPOINTMENTS WANTED 


bam a, He Private Seore- 
laries. f you are in urgent 


ci jouse, Whitcombe 
(WHitehall $924). We 
_¢fficient’ personnel. 
WOMAN (G5) secks position wih agency 
4s assistant —— executive. 5S years 
agency cxuperic 
Box 3037 Ad Weekly 180 Fleet St BCs 


| 
| 
' 


APPOINTMENTS WANTED 


PORMER MASTER PRINTER fore 
post as Print Buyer or simi.ar P * 
where bis wide caperience of Pr 
Packaging Publishing and Die 

would be suitably rewarded 
Box 2968 Ad. Weekiy 180 Fleet Si BCs 

TOP CLASS SILK SCREEN EXrrRt. 
design, lettering Productic , 

Long caperience 4 Digec ~ 

and best accouns, a oppor 

tunity to take charge 

Box 3014 Ad. Weekly 1s Fleet St BCS 


WOMAN P.R.O. 


ESTABLISHED 
PERSONALITY 
seeks new executive 
appointment. 
LONG CAREER 
as head of publicity to 


famous organisations. 


Spectacular promotional 
schemes. 


FIRST RATE 


contacts in Fleet Street, 
social, commercial and 
entertainment worlds. 


Box 3086 
Advertiser's Weekly 180 Fleet 6: EC4 


AL RADIO CONSUL 
TANT, interested in forming central 
organisation to advise on Ume-buy'ng 
programming. copy- and script-writing 
elc., seeks reaction from agencies with- 
out pons mand radio staffs. Please write 
in cc 
Box 3083 Ad Weekly 180 Fleet * BC4 
COMMERCIAL RADIO EXCL TIVE 
secks suitable position with agency or 
sponsor experience be: aod 
overscas of airtime and 
buying: copy and scripi-writing, pro- 
adnwamtrative work 


lease write 
Box 3082 Ad. Weeklv 180 Flee: S: C4 
YOUNG LADY, §cxpericnced 
artist, knowledge gencral art requires 
s¢vation, central London or NW 
District. Good clean worker 
Box 3017 Ad. Weekly 180 Fleet %& BC4 
Creo MANAGER AND CONTACT 
+ Practical, secks change. Similar 
— or Print Buyer 
jox 3016 Ad. Weekly 180 Pice: S: BC4 


co 


RETOUCHING 
ARTIST 


“LIVE” MAN, 35. 


LONDON AGENCY 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


VISUALISER LAYOUT MAN. & year 


pn =~ experience seeks progressive 
‘ 079 Ad. Weekly 180 Fleet St re 


A PIRST-CLASS SPACE 


SALESMA 
wih wide connections, will shortly be 
free wo sell space for an established 


company. He & wu #0 and wall be 
= to decuns ros ition. 
lease write for — At Sone to: 
il Gove Aven Mosciey, Birming- 
ham. 


GoeYWRITER Wilh three Years in ad- 
> : —_ ws 


vertsing experience 
with Road, W 
Box 3080 Ad. Weekly 1 180 Fleet St BOS 
AND LETTERING 
with medium sisted agency 
secks change to Sigger one and higher 
class work, Used to on a and 
varied accounts aftwor rovedures. 
Box 3077 Ad. Weekly 180 Fleet St BOs 


PRINT BUYER. 26, Client/Agency ex- 


perience including Copy/Layout seeks 
nou-ageney post with plenty of 
_Box 3078 Ad. P Weekly 180 Fleet S 


compicting training 

Box 3036 Ad Weekly 180 Fleet St BC4 

(West Central) 

offers light studio with all services to 

two front rank Commercial Artists on 

very favourable terms. 

Box 3039 Ad. Weekly 180 Pleet St BC4 

ASSISTANT ADV eseTiaT 

= . This A ny | is sought by a 
Manager with 10 

years eapetience "ts Advertising Agen- 


Box 3038 Ad. Weekly 180 Fleet St BC4 
TYPOGRAPHER LAYOUT MAN, | six 
years Agency experience. wants 5 
days per k 
Box 3034 Ad. Weekly 180 Fleet St BC4 
MARKETING EXECUTIVE with iead 
ing Aetna 
arcater 5 = Five years cx 
Campaign ming, Selling, and Mer 
chandising 
Box 1029 Ad. Weekly 180 Fleet Si BC4 
ARTIST | DESIGNER. Experienced. 
Layout, finished drawing . 
creative peuiies Agency of Buonchy 
Departme 
Box 308) "Ad Weekly 180 Fleet St BC4 
SPACE SALESMAN, 51, ex-cervice, both 
wars, g00d personality and education, 
alert, active and resourceful, experienced 
all-round salesman with good space seli- 
ing fecord secks position in 
where initiative and enterprise would 


be approens 
Box 2967 Ad. Weekly 180 Fleet & BC4 


FREE LANCE SERVICE 


bb - ALISER-TYPOGRAPHER = special 
ir Technical Advertising of the 
highest quality is able to undertake one 


om” 
Box 1084 Ad. Weekly 180 Pleet St BCS 
(Continued on page 282) 


S 


comprehensive and up-to-date home 
Schools. © 


INTERESTING CAREERS 
IN ADVERTISING 


Practical and successful Stuerddiag os men of epee have prepared the 
w tor tho graminations 
¢ " 


didat 


APA. 29% of the successful 


Ea ew There are also non-exami: 
those who wish to obtain sound nstruction in all aspects of modern 


RECENT |.C.S. SUCCESSES 
aa $3 1.C.S. Students »«/+ wecessful in the 1952 examinations. 
$2 1.C.S. Students were successful in the 1951 examinations. 
1.C.$. Students hove gained the Diploma of the Advertising Associo- 
tion in the last three years. 
didetes in the OD . 


EXAMS were 1.C.S. Students. 
What others have done, you can do! 


free 24-page booklet * 


Fees are moderate and include all books 
required. They romain, your wT invaluable reference 


GENEROUS socien TO HM. FORCES 


INTERNATIONAL CORRESPONDENCE SCHOOLS LTD 


DEPT. 2a, 7) KINGSWAY, LONDON, WL.2 


1951 examinations 


library. Send for 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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— STOP PRESS — 


SPONSORED TELEVISION: RAPID 
DEVELOPMENTS EXPECTED 


_ Announcement Postmaster-General on re-constitution of TV Advisory 
i ee medium as an indication 


am Sot Sotene related matters, includ- 
ing competitive TV services and T for public showing in cinemas and 
elsewhere.” 

Admiral Sir Charles Daniel to be chairman of committee of nine includ- 
ing Sir Edward ~ror t _ Charles McLaren, E. M. Fraser, G. 
Darnley Smith and C. . Remaining four members will include 
the . 7 snd conor olleess of Trensury, Ministry 


Associated Broadcasting Dev 
Co. ‘with = oy Norman prominently associated) and 
of Pye Radio Ltd. 


SAMSON CLARK | Sft’.cist stats "it 
AD. HUSTLE 


Current issue of “The “yr 4y-% | 
impression of heli- 


a - 
Friday — La of a 
undertook Pony oats rapid sketch ua- 
pression 


Industrial Buyers , ‘o.| PUBLICITY BEGINS FOR 
nee On? ‘| STOCK EXCHANGE 


A well-selected, well-com- 
to this Caller piled factual record of what 

is done, of what cam be done, 
to promote industrial effici- queer 

ency .... that is PERSONNEL MANAGEMENT, and 

that is the reason why it is read by men and women of DREFT AS A DISH 

director or executive status in industry, people with a quick WASHER 

appreciation of the latest method or equipment that promises H oteiiien ait, assent 

increased output or lower production costs, whether by the product's dhiwudiing quails FANCY PANTS 

mechanical means or by staff welfare and efficiency measures. launched in London evenings and 


provincials for Dreft. Ads. headed 7. 3 
PERSONNEL MANAGEMENT gives you a monthly “No wash, no wipe to-night.” Co Majer 5. F. Mastiem (Comserea- 


interview with industry’s top line buyers—taking your sales 
message past the doorkeeper, the secretaries and subordinate 
officials straight to the executive. This man is often empowered 
to order the goods or services he approves, and his 
recommendation stands high with the Board of Directors. 


Personnel Management Welfare & Industrial Equipment 
is read by the Managing Directors, the Works and Departmental . 

Managers responsible for such services as Heating, Lighting, Air HOTEL BOOKLETS 
Conditioning, Factory Amenities, Welfare, Health & Hygiene, Judgment for £77 was entered in 


Canteen & Sports Facilities, as well as gemeral industrial equipment. Queen’s Bench Division for General 
Publicity Services Lid., of Dover | 


page re Bh a Ey, 


’. Peacock Ltd. have 
vertising 
the Metallic Valve Co., Ltd. 


Preliminary meeting to 
breach of ract for supply of Ces il ag R 
ADVERTISEMENT MANAGER oe cot wed ys * “ 
7,500 booklets was alleged. Jud Tavern, St. Martin's Coert, 
180 FLEET ST., E.C.4 PHONE: CHAncery 8844 cold that defendants’ relusal to Monday, November 3, of 6 


Published the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, EC.4 (Phone: Chancery 8844.) 
30, 1952. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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— Ltd., of the Pier Hotel, Lee-on- | land, Joseph Booth & Bros., Leeds, ¥ 
if Solent, for damages for breach of | and Leeds Engineering & Hydraulic 
; f contract, for supply of 3,000 recep- Co., Ltd. The appointment is effec- 
ee tion tariff booklets. Mr. Justice tive from January 1. 7 
_ t Sellers said booklets were tendered | a i 
ie 3 Wriece for Rete by plaintifis and there was obliga- A 
. a pare ie Gus ant on tion upon defendants to accept “aes 
ie eit hae them. for sj 
# Ww pardodtare In another action by same plain- | a 
ae = tiffs, judgment was entered, with v 
» a t ee “m ‘ costs, for defendants, Rawlings 7 
er af discuss 
; Music " 
: : ee Table 28 
> W.C.2, 3 
p.m. 5 
: i 
7 ‘io aac a " : 
a — Be} ta a r Cet S te dere . ee SS: ae Kr “J 2. 


